Ad Volume Up 
Slightly for 
First Quarter 


PIB Analysis Shows 
increase of About 1% 
for Media It Measures 


New YorK—Despite uncertain- 
ties and “thin issues,” dollar ad- 
yertising volume of magazines and 
network radio held up remarkably 
well during the first quarter of 
this year, according to compila- 
tions just released by Publishers 
Information Bureau. 

The general magazines covered 
by PIB carried $94,673,187 of ad- 
yertising during the first three 
months of 1949, the study shows, 
an increase of about $51,000 over 
the corresponding quarter of last 
year, or a percentage gain of about 
me-tenth of 1%. 

Farm magazines measured by 
PIB carried $7,724,908 in advertis- 
ing in the 1949 quarter, compared 
with $7,070,183 last year, an in- 
crease of 9.3%. The farm and gen- 
eral magazines combined thus car- 
ried $102,398,095 during the quar- 
ter, up 0.7% from last year. 

What PIB calls “Sunday news- 
paper sections” did considerably 
better, moving up from $10,825- 
162 last year to $12,150,156 this 
year, for a gain of 12.2%. Gross 
tilings on radio networks, how- 
ever, were down. Yet even here 
the loss was only 1%, from $52,- 
062,881 last year to $51,539,535 the 
last quarter. 


« Taken together, all the media 
measured by PIB carried a total 
of $166,087,786 in advertising dur- 
ing the first three months of 1949, 
up 0.9% from last year, when the 
total was $164,580,860. 

The figures were presented in 
the first of a series of quarterly 
newsletters called “PIB Extras” 
which the bureau will send regu- 
lar'y to subscribers to its full ser- 
vice. Presenting summaries of the 
current situation, the “extras” will 
be issued in seven sections, cor- 
responding to the seven bound vol- 
umes of PIB data, covering various 
product types. 


Bel- Bf In addition to showing the lead- 
der ing advertisers in each classifica- 
\ 


ior, the “extras” contain general 
Sun maries of trends. Here they 
are 


«8 ..pparel—showed a general de- 
cre in all forms of media com- 
Paied with last year. The sharpest 
decrease occurred in the acces- 
Sores and hats classification. 
Re dy-to-wear was down $333,- 
00 or 6.1%. 


® ‘usiness-financial—showed 
it ed media trends for the quar- 
‘er Life insurance and financial 
ad\ertising were both up in mag- 
aziies, but over-all advertising 
these two classifications showed 
2 decline of about 15%. Fire, cas- 
lal’'y and other insurance showed 

ain in magazine advertising, 
"hile office machines, stationery 

(Continued on Page 34) 
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Cosa, Pa WR 2 aces ONE oe 


NOW! COMPLETE HAIR BEAUTY 
TREATMENT IN ONE SHAMPOO! 


SULFOAM-The Only Shampoo Containing 
BOTH Lanolin and Odorless Sulphur 


NEW APPROACH—Lawrence Laboratories, 
unlike other shampoo makers, stresses 


medicinal value of its Sulfoam rather 

than beauty treatment. This ad_ will 

run in 16 cities. J. M. Korn & Co. is the 
agency. (Story on Page 6.) 


McCann Execs 
in Minneapolis 
to Form Agency 


MINNEAPOLIS—McCann-Erickson 
is pulling up stakes in Minneapolis 
June 1 following loss of its $2,- 
500,000 Pillsbury billings to Leo 
Burnett Co., and under the leader- 
ship of Vance 
Pidgeon, a vice- 
president of Mc- 
Cann-Erickson, a 
new agency will 
be formed to ser- 
vice remaining 
accounts. The 
successor will be 
known as Vance 
Pidgeon & Asso- 
ciates. 

The new or- 
ganization will be 
entirely independent, with owner- 
ship and control vested in four 
staff members. However, a work- 
ing relationship will be maintained 
with McCann-Erickson, with all 
facilities of the latter made avail- 
able to Mr. Pidgeon and his new 
agency as needed. Likewise, Pid- 
geon & Associates will provide its 
services in this territory to the 
former agency. 

(Continued on Page 4) 


Vance Pidgeon 


No Mystery... 


in appliance selling. 
See ‘Voice,’ Page 44. 
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Supermarketers 
Plan $1 Billion 
in 49 Building 


Gain 12% in Tonnage, 
But Markups Are Lower 


Cuicaco—Forty-nine per cent of 
the 361 members of the Super 
Market Institute plan to build new 
supermarkets in 1949, and will 
spend close to $1 billion in build- 
ing, remodeling and opening new 
markets, according to an SMI sur- 


For additional news of the SMI 
meeting see Page 55. 


vey released to the 5,500 delegates 
attending the 12th annual SMI 
convention here last week. 

The report, read Wednesday by 
William Applebaum, assistant gen- 
eral manager of Stop & Shop, Bos- 
ton, is based on a questionnaire 
survey sent to all members in 
January. Replies received cover 
231 companies, almost two-thirds 
of the membership. 

Outstanding trends cited by Mr. 
Applebaum include a net gain of 
about 12% in tonnage last year, 
reduction in markups in all food 
departments, larger expenditures 
for advertising, a reaction against 
“super-dooper supers” in favor of 
medium-size stores, a rapid in- 
crease in self-service meat in- 
stallations, more drug departments, 
and a tendency to sell more fruits 
and vegetables by weight. 


w Total 1948 sales of all institute 
members were $24 billion. The 
361 companies currently operate 
nearly 4,600 retail stores—3,000 of 
them supermarkets—in 46 states, 
Canada and Mexico. The five larg- 
est grocery chains are not mem- 
bers of SMI. 

Whether member stores are 
classified by size of sales or num- 
ber of markets operated, the ma- 

(Continued on Page 60) 
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- THE NATIONAL NEWSPAPER OF MARKETING | 


ie's Tiny! Ut's Terrific! a te ait | 

IT'S THE EASTEST CAMERA 
IN THE WORL® TO OPERATE! 
Gmapeme! 


TINY—Phil Kalech’s Tynar Corp. will open 
a campaign in June with co-op news- 
paper ads like this to promote its®$7.95 
camera. David S. Hillman, !nc., is the 
agency. (Story on Page 30.) 


Broadcast Ad 
Bureau To Open 
New York Office 


WASHINGTON—A_ special com- 
mittee of the National Association 
of Broadcasters, meeting here 
Wednesday, decided that radio’s 
new Broadcast Advertising Bureau 
should be headquartered in New 
York when it opens shop June 1. 

Formed after a grass roots’ up- 
heaval on the floor of NAB’s Chi- 
cago convention April 12, BAB 
is to have about $200,000 in its 
initial year to intensify promotion 
of broadcasting as a selling me- 
dium. 

In addition to selection of New 
York for headquarters, the special 
committee headed by Robert 
Enoch, KTOK, Oklahoma City, 
ratified Maurice B. Mitchell, head 
of the old NAB department of 
broadcast advertising, as director 
of BAB. 

It was Mr. Mitchell’s call for 
aggressive selling of radio which 
induced the NAB board April 12 

(Continued on Page 59) 


Last Minute News Flashes 


Globe-Wernicke Account to Kammann-Mahan, Inc. 

CINCINNATI—The recently-formed agency of Kammann-Mahan, Inc., 
has been appointed by Globe-Wernicke Co., which plans an intensified 
marketing program built around product development, design and 


styling, through Donald Deskey Associates, New York, and an intensi- | 


fied sales training program to be directed by Frederic Kammann. Ad- 
vertising in general and business magazines will be continued. 


Borden’‘s Jess Bickmore Joins D-F-S as V. P. 


New YorK—Jess Bickmore has been named vice-president and a} 


member of the executive planning group of Dancer-Fitzgerald-Sample. 
He will take over his new duties on June 1. Mr. Bickmore was with 
the Borden Co. for 15 years, as advertising manager, assistant director 
of sales and most recently as general merchandising manager. 


3,000 Newspapers to Carry Kool-Aid Ads 


Cuicaco—Perkins Products Co. will use 3,000 newspapers and 18 
magazines (adding Colliers’, Life and The Saturday Evening Post this| offices of J. Walter Thompson Co. 
year) to promote Kool-Aid during the coming summer months. Mason |and Compton Advertising, work- 


Warner Co., Chicago, is the agency. 


Lambert Pharmacal Tests Acti-Foam Shampoo 
Str. Lours—Lambert Pharmacal Co. is testing a new shampoo, Acti- 
Foam cream shampoo, in newspapers in Richmond, Va., and two other | tions and sales promotion with a 
markets. Lambert & Feasley, New York, is the agency. 
(Additional News Flashes on Page 59) 
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How Packages 
Move Products 
Told at Meeting 


Conference Speakers 
Detail Gains, Faults 
in Package Designing 


ATLANTIC Ciry—The growing 
importance of the package as a 
point-of-sale “advertisement” for 
the product was stressed at ses- 
sions of the American Management 
Association’s 18th annual Pack- 
aging Conference and Exposition 
at Convention Hall here. 

Speakers pointed out that while 
the rapid growth of self-service 
stores was one of the most obvious 
factors in the increased attention 
paid to the package by producer 
and consumer alike, articles of vir- 
tually all types are now being 
packaged for counter display. 

Aside from the interest in foster- 
ing “impulse buying” through the 
use of sales-producing packages, 
the tone of the convention followed 
that of other recent business and 
industry meetings. Manufacturers 
and distributors were concerned 
chiefly with cutting expenses and 
stimulating sales to end the shrink- 
age of their profit margins. 


@ Ata Tuesday “Packaging Clinic” 
in which representatives of the re- 
tail trade were invited to express 
their ideas on the subject, present 
methods of packaging came in for 
some sharp criticism. Perhaps the 
most acid statements came from 
Hildreth Lange, of the product and 
package design department of R. 
H. Macy & Co. 

“It would seem that all packages 
had been designed to a _ specific 
formula by a group of artists who 
attended the same art school, had 

(Continued on Page 58) 


Robert Bliss Named 
to Succeed Rankin 
as PRSA Director 


New YorK—Robert L. Bliss, 
most recently director of public re- 
lations for the National Associa- 
tion of Insurance Agents, last week 
was named exec- 
utive director of 
the Public Rela- 
tions Society of 
America. 

He succeeds 
Virgil L. Rankin, 
who will join 
Boston Univer- 
Sity’s faculty, to 
direct its public 
relations division 
(AA, March 21). 

Previously, Mr. 
Bliss had been with the New York 


Robert 


ing in public relations capacities. 
During the war he served as a 
major in the Air Force. Now 41, 
Mr. Bliss worked in public rela- 


before joining JWT. 
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Pittsburgh Plans 
Giant Open House 


PITTSBURGH—Pittsburgh’s indus- 
tries and businesses are staging a 
two-week open house to celebrate 
the city’s progress and highlight 
its opportunities. 

More than 100 separate events 
have been scheduled for the period 
May 7-21, with the principal ones 
set for the latter half of the second 
week. Customers, friends, suppliers 
and associates of the city’s indus- 
trial and business community have 
been ‘invited for the affair, spon- 
sored by the Chamber of Com- 
merce. 

Typical of the events on the pro- 


You Can Sell PREMIUMS 


© this 20-Million-Dollars-a-Year Market. The 
newspapers, magazines, f papers and peried- 

jeals buy over 20-million dollars worth of yf 

lation-prometion prizes and premiums a 


Circulation Management—the only circulation trade 
journal—is YOUR key to this market. Let us tel! 
you about 


: CIRCULATION 
Circulation Bary 


PCA 53 W. Jackson Bivd. 
Manage. fae ot: 


gram are an art exhibit, flower 
show, glass exhibit, ground break- 
ing ceremony for Conemaugh Dam, 
locomotive exhibition, sports 
events, a Theater Guild show, an 
industrial exhibition, tour of steel 
and electrical works, river tours, 
rail tours and a steamboat race. 
Also included are a gigantic 
music spectacle, a radio forum 
with top management executives, 
an exhibition of models of civic 
projects, a banquet, a dog show, 
and an all-star show featuring 
Edgar Bergen, Jane Pickens and 
the Chamber of Commerce chorus. 


Primadora Sponsors 
First Radio Program 


La Primadora Cigar Corp., New 
York, recently made its initial 
plunge into radio as sponsor of 
the Stan Lomax sports show over 
WOR, New York. The company is 
backing the Tuesday, Thursday 
and Saturday Lomax sessions. 

Feature of the sportscast is the 
weekly presentation of the Rialto 
award—100 cigars in a gold box— 
to the week’s outstanding athlete. 
Pedlar & Ryan is the agency. 


TV Provides Tenth 
As Many Jobs as 
AM-FM, Says NAB 


WASHINGTON—Television, with 
57 stations on the air, is already 
providing a tenth as many jobs 
as the entire AM-FM broadcast 
industry, a survey by the National 
Association of Broadcasters re- 
vealed last week. 

Richard P. Doherty, NAB di- 
rector of employe-employer rela- 
tions, found that 3,456 fulltime 
and an additional 1,000 parttime 
employes and free lancers were 
staffing the 57 television stations 
and networks in February. 

In addition, Mr. Doherty pointed 
out that a considerable number of 
free-lance artists, singers and other 
talent are employed directly by 
agencies. 

Half of a TV station staff is in 
the technical department, only 4% 
in sales. Programs account for 
22%; “general administration” 
16%, and film department, 8%. 


Individual station payrolls av- 
eraged $4,310 a week, while net- 
work operations in New York City 
averaged $29,500. 

Less than 30 persons make up 
the staffs of 32% of the stations, 
but 13% had more than 70 per- 
sons. 


Skilsaw Promotes Watts 
to General Sales Manager 

Paul Watts, with the company 
for the past nine years and Pacific 
Coast manager since 1947, has been 
appointed gen- 
eral sales man- 
ager of Skilsaw, 
Inc., Chicago, 
manufacturer of 
portable electric 
and pneumatic 
tools, it was an- 
nounced by Bol- 
ton Sullivan, 
president. 

Mr. Watts has 
been making his 
headquarters in Paul Watts 
San Francisco 
but will move to the company’s re- 
cently enlarged plant and main of- 
fices in Chicago. 


2 out of 3 


sales to 


mem .e-. 


Western men, like men everywhere, prefer to buy where it’s convenient. 
That is why two out of every three dollars are spent in their Hometown 
communities, outside the six largest cities of the eleven-state region. 


When it comes to automobiles and supplies for them, the preference for 
on-the-spot buying is dramatically demonstrated . . . eighty-four of 
every hundred dollars being spent for Hometown purchases. These 
amount to a billion one hundred million dollars a year. 


No wonder the great Hometown market, comprising three-fourths of 
the West’s population, is a natural first choice among wise advertisers. 
They have determined that the most effective means of selling in the 
West is by consistent advertising in Hometown Daily Newspapers. 


Many advertisers present their sales messages in Hometown Daily 
Newspapers for less than a penny per reader. 


These low costs are shown by a new scientific readership study of five 
typical newspapers. To obtain a copy write Hometown Daily News- 
paper Publishers, 2001 Beverly Boulevard, Los Angeles 4, California. 


HOMETO 
GIVES M 


ADVERTISING 
WN DAILY NEWSPAPER A 
AXIMUM COVERAGE AND READERSHIP 


ee 
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§ THIRD GREATEST SALES AREA 


ETOWN MARKET IS 
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Doorbell Ringing Is 
Back; 2,000 Answer 


Mullins Salesmen Aqj 


WarrEN, O.—The “Men Want.«’ 
spread, seeking qualified re ajj 
salesmen for its dealers, wi ich 
Mullins Mfg. Corp. (Youngst: wy 
kitchens) ran in The Satur iq, 
Evening Post May 7 will briny jy 
2,000 qualified inquiries, the cm. 
pany estimates on the basis 0; 
early returns. 

The ad, which also appeare:| jy 
May issues of several trade pu))]i- 
cations, has won the whole-hearted 
support of Youngstown kitchen 
dealers, and the campaign for re- 
tail sales personnel will therefor, 
be extended. Nearly 5,000 of the 
company’s dealers have indicated 
a desire to hire qualified retajj 
salesmen, in a survey made fo; 
Mullins by its 64 wholesale dis. 
tributors. 


ws Reprints of the spread, which 
cost Mullins $24,850 and therefore 
has some claim to be the most ex- 
pensive “help wanted” ad ever t 
appear, have been sent to college 
placement bureaus and are being 
enclosed with catalogs being 
mailed in response to Youngs- 
town’s regular product advertising 
They urge men to state their qual- 
ifications in a letter to Charles A 
Morrow, Mullins’ vice-president in 
charge of merchandising. 

Cooperating with the recruiting 
plan, many distributors and some 
key dealers have placed similar ads 
in local newspapers. All inquiries 
from the national copy are being 
answered from the factory and 
turned over to distributors nearest 
the writers, who will be asked to 
report at a convenient time and 
place for an interview. Qualified 
men will be placed with dealers, 
about. 60% of whom are in the 
market. 


ws The significance of the program 
is pointed up by Marshall Adams, 
Mullins’ advertising and sales pro- 
motion manager, who told AA: 
“When we went out to merchan- 
dise this program to our dealers, 
we were astonished to find about 
75% of them were all for the idea 
This indicated that the dealer has 
finally decided that his efforts t 


do business largely with floor traf- 
fic are not guing to be enough. The 
dealers are finding that price 


leaders, and even cut prices, ar 
not sufficient to move the volume 
of merchandise which they have 
been selling, and the only solutior 


is to go out and ring doorbells 


and persuade people to buy. 

“Along with this advertising, ' 
supplied our dealers with retail 
recruiting presentations which en- 
able the dealer to present a 2000 
story of the opportunity which 
exists for the prospective salcs 
man.” 


Steyskal Joins Robinson 

J. E. Steyskal, formerly wit! 
Dan B. Miner Co., has joined the 
copy staff of Elwood J. Robinso! 
Advertising Agency, Los Angeles 


Names Gray & Rogers 

Gray & Rogers, Philadelphia, 12 
been named to handle the ad\e! 
tising of the Pierce School of Pus 
iness Administration, Philadelp 112 


Throughout the U.S.A., the best-informes 


EXPORT MANAGE 


and 


EXPORT ADVERTISER 


20 Vesey St. New York Git 
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4+ Look outdoes Look 


:.| On top of gains in every quarter of 1948 
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“1 Look is again leading all major general magazines 
“1 in advertising lineage increase 
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: Second Quarter 
= 1949 vs. 1948 
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The trend is to Look /* 


_ Gardner Cowles, Editor f iy 
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Pace, Two Others 
Out at Danville 


RocHester, N. Y.—Headquarters 
of Gannett Newspapers here last 
week announced acceptance of the 
resignations of three staff members 
of the Commercial-News, Danville, 
IllL., a Gannett paper. 

The three are Robert C. Pace, 
advertising manager; Carl M. Da- 
vidson, executive editor, and Rob- 


“x 
\\ \ “And | promise to allow 
him 3 hours’ privacy a month to read TRUE.” 


26% of TRUE readers take three hours 
off per month to read each issue. That’s 
because it brings them scoops, adven- 
ture, sports and the good life in the 
MAN’S world. And that’s why TRUE 
is America’s largést-selling man’s mag- 
azine. 


ert C. Poisall, sports editor. Mr. 
Pace is also secretary of the News- 
paper Advertising Executives As- 
sociation. 

The three were among 51 IIlli- 
nois newspapermen, mostly from 
small papers, reported by the Chi- 
cago Daily News and the St. Louis 
Post-Dispatch as having been on 
the state payroll under former Gov. 
Dwight Green. 


Straus Bolts Eversharp 
Slate in Proxy Fight 


Martin L. Straus II, board chair- 
man of Eversharp, last week with- 
drew his name from the manage- 
ment-proposed election slate in 
protest against a proxy statement 
which was sent to stockholders 
despite his objections. 

He said that the proxy state- 
ment included “false, misleading 
and untrue statements,” and de- 
clared that he would take up the 
matter with the Securities & Ex- 
change Commission. Mr. Straus 
also indicated that he would form 
an opposition slate, thus forcing a 
proxy battle. 


Seven Advertisers 
Set for WJZ-TV's 
Daytime Programs 


New York—Seven sponsors have 
been lined up for WJZ-TV’s day- 
time programming, which gets un- 
der way May 24. “Market Melo- 
dies,” a two-hour show with Grand 
Union supermarket coverage as 
a bonus, has signed five adver- 
tisers. “Television Telephone 
Game,” set to premiere June 7, al- 
ready has two backers. 

Initial sponsors for “Market 
Melodies” include Brooklyn Union 
Gas Co. (N. W. Ayer & Son) for 
Servel Home Appliances; Hills 
Bros. (Biow Co.) for Dromedary 
cake mixes; Stahl-Meyer (Blaker 
Agency) for meat products; Tay- 
lor-Reed Corp. (Tracy-Kent) for 
Q-T cake frosting mix, and Will- 
iam Wise & Co. (Thwing & Alt- 
man) for its cook books. 

WJZ-TV is selling only spots on 


the afternoon program of music 


and chit chat. One-minute an- 
nouncements are offered on the 
basis of a minimum of five per 
week, one daily, at $540. 


s “Television Telephone Game” 
will be aired three times weekly, 
twice daily, in 15-minute segments. 
Members of the home audience 
qualify for prizes by answering 
questions correctly and circling 
the corresponding numbers of their 
telephone number—until all the 
figures are circled. 

Signed as participating sponsors 
for “Game” are General Foods 
(Young & Rubicam) for Grape 
Nuts and Grape Nuts Flakes, and 
Swift & Co. (J. Walter Thompson 
Co.) for Swift’s peanut butter. 


Appoints Timmons 


Francis X. Timmons, formerly 
copy chief of Courtland D. Fer- 
guson, Inc., Washington, D. C., has 
been appointed director of adver- 
tising and publicity of the National 
Association of Ice Industries, 
Washington. 


The South's tradition of hospitality and gracious living 
is nowhere more sturdily maintained than in Texas. Ex- 
pression of the Southern philosophy “better farming for 


SOUTHS FARM INCOME CONTINUES TO RISE 


Contrary to the National trend, the combined farm cash marketing receipts of the 15 Southern 
States in which Southern Agriculturist’s 1,104,737 circulation is concentrated show a 5 per- 
cent increase for January and February 1949 over the same period in 1948.* A healthy rise 
in the price of Southern farms continues.** 
In 1948, the rate of increase over 1947 of farm cash income from crops, livestock and 
livestock products in the 15 Southern Agriculturist States was more than double that of the 
balance of the country. Today, there are more than 1,907,900 electrified farms in these states 
where two out of every three farms electrified in the United States in 1948 are located. 


ADVERTISING POWER IN THE SOUTH 


Southern Agriculturist 1,104,737 circulation exceeds that of any other monthly or weekly 
A.B.C. magazine, urban or rural, in the 15 Southern States. Each issue of Southern Agri- 
culturist is delivered to more homes in these states than the combined subscription and news- 


stand delivery of any other magazine. 


KE 


better living” is found on The Neale 


POR OLE SEEN 
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Farms near Waco, 


in dairy-rich McLennan County, where Holstein-Friesian 
prize winners are bred. Photo by Strohmeyer & Carpenter. 


Southern Agriculturist’s circulation has topped all farm magazines for 36 consecutive 
months, and topped all A.B.C. magazines for 12 consecutive months, in the 15 Southern 
States. 1,104,737 net paid circulation for December, 1948. 


*Farm Income Situation, U.S. Bur. Agric. Eco., Dept. of Agric., release April 21, 1949. 


**Wall Street Journal, April 21, 1949. 
***Standard Rate and Data Service, April, 1949. 


SOUTHERN AGRICULTURIST’s "TOP MILLION” rarm 
FAMILIES offer advertisers the largest single reading group in the South. 


e FIRST IN CIRCULATION ¢ FIRST IN RATE ADVANTAGE 


e FIRST IN CONSUMER VALUE 


SOUTHERN « - 
ACRICULTURIST fo 


Neshville + Atiante « Los Angeles * New York + Chicago 


Advertising Age, May 16, 19: 9 


McCann Execs 
in Minneapolis 
to Form Agency 


(Continued from Page 1) 

Homer Havermaile, region | 
vice-president of McCann-Eric} - 
son in Chicago, said: 

“This new firm was established 
so that all the accounts handle 
by McCann-Erickson’s Minneapo! s 
office could be turned over to ovr 
Minneapolis employes.” 

Associated with Mr. Pidgeon :s 
stockholders and executives are 
Allen Royse, Don Allen and Arthur 
C. Hoppin, all former McCan 
staff members. Mr. Pidgeon, ser- 
ving as president and general man- 


4 


Don Allen Allen Royse A.C. Hoppin 


ager of the agency, has been in ad- 
vertising more than 25 years, in- 
cluding 21 in agencies. He is a 
former officer of Hutchinson Ad- 
vertising Co. 


we The new agency gets a good 
start with at least eight accounts 
whose billings total about $500,000 
this year. They include Gluek 
Brewing Co., reportedly spending 
about $250,000; Twin City Federal 
Savings & Loan Association; Pills- 
bury’s bakery product sales and 
pre-mix sales; Minneapolis Gas 
Co.; Northland Milk & Ice Cream 
Co.; Burma-Vita Co.; Art Instruc- 
tion, Inc., and Station WDGY. 

Jackson Taylor, McCann-Erick- 
son vice-president in charge of the 
Minneapolis office, will likely be 
shifted to an executive position in 
McCann’s New York or Chicago 
offices. 

Staff of the new agency will 
start with about a dozen employes 
including secretaries and artists, 
copywriters and account execu- 
tives. This represents about one- 
third the personnel employed dur- 
ing the McCann-Erickson heydays 
with Pillsbury Mills, when nearly 
40 persons staffed the agency. 

As the Pidgeon staff is already 
a functioning unit, as far as ser- 
vice to clients is concerned (most 
of the executives retained have 
worked on the accounts), the 
changeover in management will be 
largely a technical formality. The 
new agency will start operating 
under its own name June 1, ac- 
cording to Mr. Pidgeon. 


ws Allen Royse has been appointe 
account executive. He had bec 
with McCann-Erickson in Minne: - 
polis six years, following seve" 
with Young & Rubicam and two 
with Benton & Bowles in Nev 
York. 

Don Allen, art director, join« 4 
McCann-Erickson in 1943 and hs 
been art director of the agen:) 
since 1946. 

Arthur Hoppin, copy directc ’, 
has served the agency since 193:, 
having started with McCann’s pr: - 
decessor, Hutchinson Advertisin 
Other members of the agency) 5s 
staff include William Whitbec . 
account executive; Jean Struthe: , 
media director, and Marion Car - 
son, office manager, all retain¢ | 
from the McCann staff. 


‘Escritorie’ Is Annual 

Efectos de Escritorie, New Yor . 
office supply and equipment bu - 
iness magazine, formerly issu: 
quarterly in Spanish to Lat ® 
American office supply and st: - 
tionery dealers, wholesalers ar | 
importers, will now be publish¢ | 
annually. It will be published De 
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Philadelphia 
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finger tips 
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on “THE PHILADELPHIA MARKET”—that’s the title of our 26-page 
_ book giving complete market data on Philadelphia, the 
ov nation’s third largest market. It includes detailed information 
a on the City of Philadelphia as well as the A.B.C. Trading 


“a Area. The accompanying index gives an idea of the type of 
he information contained in this book. The book is specially 
bo prepared for the use of manufacturers and advertising 


will e agencies. Request it on your letterhead. Write: National 
oa Advertising Dept., The Philadelphia Bulletin, Phila. 5, Pa. 
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KRSC-TV Purchase 
by KING Announced 


SEATTLE—King Broadcasting Co., 
operator of Station KING, 50,000- 
watt independent, has announced 
purchase of the television and 
frequency modulation facilities of 
KRSC, Seattle, from Radio Sales 
Corp. The transfer is subject to 
FCC approval. 

KRSC-TV is the only television 
station operating in the Pacific 
Northwest and has been on the air 
six months. Mrs. A. Scott Bullitt 


is principal owner of KING, and! 


P. K. Leberman (publisher of 
Family Circle Magazine) of KRSC. 
KING already has FM facilities, 


When you 


Remember 
need 


WM. F. RUPERT 


RECENT =| compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 


LISTS 


and it also has applied for tele- 
vision operation. 

Hugh Feltis, formerly president 
of Broadcast Measurement Bureau, 
recently became station manager 
of KING. 


‘Esquire’ Names Stern 


Edwin B. Stern, former mer- 
chandising executive at Ruthrauff 
& Ryan and Grey Advertising, 
New York, has been appointed 
merchandising director of Esquire, 
New York. Mr. Stern also was pre- 
viously advertising director of 
Stylepark Hats, Philadelphia. 


Monsanto Names Menke 

W. Kenneth Menke, for the past 
two years assistant director of the 
development department of Mon- 
santo Chemical Co., St. Louis, has 
been appointed assistant general 
manager of sales for the company’s 
Merrimac division in Boston, ef- 
fective June 1. 


Green Joins Basford 

Ernest S. Green, formerly with 
Doyle, Kitchen & McCormick, has 
joined the copy-contact staff of 
G. M. Basford Co., New York. 


Lawrence Stresses 
Medicinal Value of 
Sulfoam Shampoo 


(Picture on Page 1) 

BROOKLYN, N. Y.—The opening 
gun of what is planned as a na- 
tional newspaper campaign with 
full-page, editorial-style ads was 
fired May 4 in the New York Daily 
News by Lawrence Laboratories, 
Inc., manufacturer of Sulfoam 
Shampoo. 

The opening ad, which will run 
in New York papers for 60 days, 
will be repeated by the company 
in Philadelphia, Boston, Baltimore 
and 12 other major markets in the 
nation. J. M. Korn & Co., Philadel- 
phia, is handling the advertising 
program. 

The initial campaign broke after 
two years of experimentation with 
different types of ads throughout 
the East. The editorial type ad was 
decided upon, to be coupled with 
a*completely new approach in the 
liquid shampoo field. Lawrence 


re ae 
4 A nce 


Laboratories shies away from the 
“beauty treatment” theme in its 
ads. Instead, it plays up the me- 
dicinal value of Sulfoam. 

This theme was selected also 
in an effort to move out of the 
highly competitive “hair beautiful” 
market. Dealer merchandising pre- 
ceded the advertising campaign, 
with concentration on the 25¢ size 
and counter displays. The com- 
pany has about 80% distribution 
in New York City. 


Sagner’s Buys TV Series 


A. Sagner’s Son, Inc., Baltimore, 
is sponsoring a 15-minute film of 
Pimlico race highlights over ABC- 
TV. Time on six stations was 
bought through I. A. Goldman & 
Co., Baltimore. Ten programs are 
scheduled. 


Stecher-Traung Boosts McCoy 


W. Bayard McCoy, sales pro- 
motion manager of the Rochester 
division of Stecher-Traung Litho- 
graph Corp., New York, has been 
named sales manager of the divi- 
sion, succeeding Frederick C. Her- 
zog, who has retired. 
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attention to small details. 


No one knows better than the advertising man 
that fine ads are the result of careful 


Your electros can mar or help make an ad. 


Since 1888, Flower has been delivering Quality. 
It’s a premium that comes with every Flower 
Electro, assuring you of faithful reproduction 


of your forms and originals. 


If it’s Service and QUALITY at their best 


you're after, buy... 
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Divided FCC Holds 
Bulova Entitled to 
Station Renewals 


WASHINGTON—A sharply divid: d 
Federal Communications Commi_- 
sion decided Tuesday to drop i) - 
vestigations which have held up 
license renewals of WNEW aid 
WOV, New York radio properti:s 
of watchmaker Arde Bulova. 

At the same time, the commis- 
sion voted to permit Mr. Bulova 
to sell WOV, 5,000-watt foreivn 
language station, to Victory Broa:- 
casting Corp., which includes two 
WOV officials among its officers 
and directors. 

The stations have operated on 
temporary licenses for near), 
three years while the commission 
considered charges that Mr. Bul- 
ova had concealed his interest 
in a number of other East Coast 
stations during the late 1930’s. 

Four commissioners held Tues- 
day that considerable new infor- 
mation about Bulova radio opera- 
tions had been unearthed, but that 
the public interest would not be 
served by further actions against 
the New York stations. 

They noted that WNEW “has 
won an enviable list of awards and 
citations for good programming 
and public service” and that WOV 
is recognized “as an outstanding 
foreign language station.” 

FCC Chairman Wayne Coy and 
Commissioner Robert Jones pro- 
tested that they “are unable to see 
how the commission can conclude 
that Mr. Bulova is qualified to 
be the licensee of a broadcasting 
station.” 

WOV General Manager Ralph 
N. Weil and Program Director Ar- 
nold Hartley are among the offi- 
cers of Victory Broadcasting Corp., 
new station owner. 


Ford Unit Names Eldredge 
A. M.; 4 Others Promoted 


Gordon C. Eldredge, assistant 
advertising manager in charge of 
Ford passenger cars, has been ap- 
pointed advertis- 
ing manager of 
the Ford division, 
Ford Motor Co., 
Dearborn, Mich. 
He succeeds Ben 
R. Donaldson, 
who was recently 
promoted to di- 
rector of adver- 
tising and sales 
promotion of the 


company. 
W. E. Kim-_ G.-C. Eldredge 
brough, sales 


manager of the truck sales section, 
has been named assistant manage! 
of the truck and fleet sales depart- 
ment, replacing David W. Lee, 
who has been advanced to directo! 
of sales planning of the compan) 
Thomas H. Holden, on Ford’s sales 
staff, has been appointed to suc- 
ceed Mr. Kimbrough, and C. E 
Bowie, assistant regional sa'es 
manager of the midwest region, 
has been named manager of the 
business management departmen! 
Mr. Bowie succeeds George / 
Crimmins, who has been promoie¢ 
to director of business mana: e- 
ment. 


Joins Belden & Hickox 


John J. Duffy, formerly in ‘0h 
advertising department of 
Cleveland News, has joined B’!- 
den & Hickox, Cleveland, as ¥ 
account executive. 


Ames Joins Ryan Agency 

Robert H. Ames, formerly w 
Kiplinger Magazine, has joined | 
sales and copy staff of Lewis f°- 
win Ryan, Washington, D. 
agency. 


Pore MITCHELL ~~ 
Room 303, 111 W. Jackson Blyd., Chicag 
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vss The Weekly Rangas City Star. 


VOL, &®. NO. 9. KANSAS CITY, WEDNESDAY, APRIL 20. 1949. 
WATER PUT TO USB ON THIS COOPER ISSOURI. FARM. 


‘Seed of Sweet Clover Worth 
More Than a Crop of Wheat 


Kansan Plants the Leguine to Help His Soil and Boost 
His Grain Yields, but Certainly Has Had Ne “Idle 
Year” Leasee--Clover Also Valuable as Supple 


Yearly Dividends From Wate 
Management System on Farna, 


Livestock Carrying Caperity Hes Been Aboot Doaiiem 
On the 194% acree Operated By Bee ? 3 4 a 
Boonvillx, Mo.~Terrace ere we 4 a oe . - 


Bre Agvrs Bec 
t4 comdes of She MeRE Seeee 


Girt bEey 
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The farm section of Standard Rate and Data shows 
any agency space buyer or advertising manager that The 
Weekly Star has more circulation in Kansas and Missouri 
than any other farm paper. And it shows The Weekly 
Star’s maxi-milline of $3.80 compares with maxi-millines 
of $8.39 and $7.86 respectively for the second farm 
papers in Kansas and Missouri. 


nS But oe 
me The Weekly Star offers much more than greater 
farm circulation at lower rates: First in advertising; 
First in voluntary subscriptions; First in dealer acceptance; 
First in publication speed with a service that gets 
ALL the technical agricultural information to its farmer 
subscribers 10 days to a month before any other farm paper. 


Conclusion-- 


In this price-conscious economy that demands 
closer scrutiny of budgets—costly, tradition-bound 
methods of media selection won’t do. 


State lines and state labels do not necessarily 
indicate the best farm paper buy. 


If you buy on the basis of FACTS—greater 
editorial impact—better dealer and consumer response— 
more coverage at lowest cost per thousand—you’ll buy 
The Weekly Star FIRST to cover the top-bracket Kansas 
and Missouri farm market. 


Teas sce tae Be 
Al Vid watey 
the farm hee come 
treciding tte seared: 
LVecug tan use 
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Seagram Launches 
$500,000 Gin Drive 


New York—Distillers Corp.- 
Seagram is launching a $500,000 
Golden ’49er campaign this month 
for its Ancient Bottle gin. 

Color spreads and page ads will 
appear in Colliers’, Ebony, Holi- 
day, Life and Look. In addition, 
70 newspapers in 63 markets will 
be used for 16 weeks. Window dis- 


* — = 2 2 a 
Valuable time, large city and farm 
audience, swift, rich results for spon- 
sors. Now for sale at lowest rates by 
KIOA. As Des Moines’ only 10,000* 
watt station, KIOA will serve you ad- 
mirably in lowa's abundant market. 
Coverage maps, schedules and avail- 
abilities are yours for the asking, 
. « « See any Paul Raymer man or 
write direct to KIOA, Des Moines, 
lowa. 

*10,000 Watts day, 5,000 Watts night 


plays and bar, restaurant and 
package store point-of-sale mate- 
rial are now being distributed. 

Roy S. Durstine, Inc., New York, 
‘s the agency. 


WGUY Joins Columbia 


WGUY, Bangor, Me., will join 
the Columbia Broadcasting Sys+ 
tem as a basic supplementary af- 
filiate Aug. 1. This station, of 
which S. G. Henderson is general 
manager, will replace WABI as 
CBS’ Bangor affiliate. 


R&R Gets Fruit Account 


Wenatchee-Wenoka Growers As- 
sociation, Wenatchee, Wash., has 
appointed Ruthrauff & Ryan, Se- 
attle, to handle the advertising and 
marketing of Little Chief gift 
fruits. Direct mail, magazine and 
newspaper advertising is planned. 


Two Join McDonald 


Connie J. Grabb, formerly with 
Life, and Paul Stoddard, formerly 
with Script, have joined the Los 
Angeles sales staff of Roy M. Mc- 
Donald & Co., Pacific Coast pub- 


lishers’ representative. 


McCANDLISH 1949 WINNER—Pictured around the first prize winner in the annual 
McCandlish Awards competition for original poster designs are jury members (I. 
to r.) Carl Paulson, artist; Edward Graham, art director, J. Walter Thompson Co.; 
Mark B. Séelen, vice-president and general art director, Outdoor Advertising, Inc.; 
Henry Gorski, advertising manager, P. Ballantine & Sons, and Lester Beall, artist. 
McCandlish Lithograph Corp..has held the competition since 1937, when Mr. Paulson 
won the first award. The Pall Mall design was by Robert Held, Philadelphia free 
lance artist. 


Thomas Appoints Mitchell been named assistant to F. Morse 

Mrs. Bee Mitchell, formerly in Smith, vice-president in charge 
the advertising department of|°f Industrial Equipment News, 
American Brake Shoe Co. and ed-| Published by Thomas Publishing 
itor of “Brake Shoe News,” has|Co., New York. 


IT'S EASY WITH 


RIGHT COMBINATION! 


THE 


*ABC 


If you're hankering for a sales 

whirl you'll find it easy and 
economical to build box office 
appeal for your product when you 

use BOTH Memphis newspapers to 
cover 316,498" morning and evening 
reader families in the billion and one- 
half dollar Memphis Market at an optional. 
daily combination rate savings of |3c per 


line! It's the RIGHT combination for the most 
attractive RESULTS. 


Publishers’ Statement, March 31, 1949 


THE COMMERCIAL APPEAL - 
MEMPHIS PRESS-SCIMITAR 


Advertising Age, May 16, 1 }4 


3 Woolworth Ad: 
in 325 Dailies 
to Test Medium 


New YorK—F. W. Woolw¢ rth 
Co., which heretofore has confi ie; 
newspaper advertising to n. 
nouncement of store openings, yj!) 
run a series of three advert se. 
ments soon in 325 newspaper: ip 
216 store cities, emphasizing its of- 
ferings in connection with Meno. 
rial, Father’s and Independence 
days. 

The advertisements will run in 
five of the 12 Woolworth sale 
districts: Boston, Cleveland, Ph la- 
delphia, St. Louis and San Fran. 
cisco. 

The company pointed out that 
the series is “a test designed t 
acquire experience in the adver. 
tising of branded merchandise,” 
and that Woolworth is “not em- 
barking at this time on a full-scale 
newspaper campaign.” 


ws However, the company is seek- 
ing “to gain further experience in 
local advertising. Sales results in 
these cities will be compared with 
results in cities where no adver- 
tising is run...Upon the basis o! 
this experience, we will make de- 
cisions about possible future and 
more extensive advertising. We are 
out to learn how we can harness 
the known power of newspape: 
advertising to the needs of our 
particular type of business.” 

The retail division, Bureau of 
Advertising, ANPA, helped Wool- 
worth to plan the series, which is 
being handled by Lynn Baker, Inc. 
New York. 


Parker Pen Co. 
Introduces New 
Medium-Price Pen 


JANESVILLE, Wis.—Parker Pen 
Co., which claims to do 75% of 
the retail pen business at $10 and 
over, has introduced a new lin 
of “21” pens to sell for $5. 

The new “21” line, now being 
distributed to dealers, employs an 
internal filling mechanism, uses 
an alkali-base ink claimed to have 
an instant-drying characteristic. 
and the point is made of a new 
alloy Parker calls octanium. 

The company’s objectives in 
marketing the medium-price mode! 
are two-fold. In the domestic mar- 
ket, it will seek to carve ou! 3 
position for the new product equl- 
valent to its more expensive lines 

And in the foreign market. !' 
has found that “the companys 
regular line of pens, like high: st- 
bracket automobiles, is too °x- 
pensive for foreign custom rs 
pocketbooks.” 

Advertising plans for the ie 
product have not yet been set, 1n¢ 
probably will not be for ano‘ he! 
six weeks or two months, | 
production is increased. 

J. Walter Thompson Co., ¢ hi 
cago, is the agency. 


< 
u 


Forjoe Names Balfour 


Robert Balfour, formerly n 10 
ager of WBBC, Flint, Mich., %4 
been appointed sales manage ° 
the Chicago-Midwest division ° 
Forjoe & Co., radio station re) re 
sentative. 


Baker Agency Moves 


Baker Advertising Agency, " 
ronto, has moved to temporary 0! 
fices at 116 Richmond St. V2" 
and early in July will move 
new quarters at 1375 Yonge £ 


‘Argosy’ Promotes St. Ama: ! 
William St. Amant, formerl © 
the New York advertising s \¢ 
staff of Argosy, has been vl: °¢4 
in charge of advertising sales f° 
the magazine’s Chicago office. 
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* ELECTRIC SIGN WITH FLUORESCENT TUBE 
AND TELECHRON ELECTRIC CLOCK 


q 


SPECIFICATIONS: Over-all dimensions — 26” wide x 16” high x 3” front to back. Clock dial 81.” 
in diameter. Single, 20-watt, fluorescent lamp illuminating sign face and down-lighting clock dial. 
Switch on sign permits turning out sign without stopping clock. Guaranteed Telechron clock with 
convex glass face. Hammerloid finish metal cabinet. 6 ft. hanging chains. 


100 OR MORE 


Peet 


Sateen, 


Here is the answer to your electric sign problem. The display 
that has everything: size, color, action, dependable con- 
struction, priced lower than you ever dreamed possible! 


Whether you use it as a premium, special merchandising 
deal for increasing distribution, THIS IS IT. Gets imme- 
diate dealer acceptance. 


Wire or phone collect. There is still time to consider this 
sensational sign for your current promotion program. 


the OHIO advertising display company 
America’s largest producers of interior signs 
118-24 W. PEARL ST., CINCINNATI 2, OHIO 
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—Electrical Merchandising 


“Mr. Jones has prepared a paper on his experiences in following up slim leads— 
some of it quite recent.” 


Maybe a Look at the Product Would Help 


An agency executive suggested 
this editorial, and we are glad he 
did, because he seems to have an 
extremely important point. 

“Let me tell you,” he said one 
day, “that a lot of sales and adver- 
tising heads are going to be 
bumped in the next few months— 
on account of a poor product. You 
could do everybody a lot of good 
by urging manufacturers to have 
some one take a good, detached 
look at their products before they 
begin firing the sales force.” 

He gave us two or three in- 
stances which have come to his 
own attention recently. Instances 
in which the sales and advertising 
staffs are on the pan because they 
can’t deliver sales for products 
which fairly simple investigation 
shows to have the velocity of a 
snail on dealers’ shelves. And we 
thought of a few similar products 
ourselves. 

The fact is that in a woefully 
large number of cases, products 
still designed and priced for a run- 
away seller’s market are trying to 
make sales in a fairly cautious 
buyer’s market. Products which 
no manufacturer would be guilty 
of producing as a “first” line ten 
years ago are still considered, by 
too many manufacturers, as “good 
enough” to get by today. 

The little bugs, the tiny incon- 
sistencies, the lack of forethought 


which went unnoticed or unmen- 
tioned when the buyer gratefully 
took anything that could be had, 
at any price which was quoted, 
are still present. And now the 
manufacturers of many of these 
products have become convinced, 
because they have sold well for 
several years, that there is nothing 
wrong with their product. If sales 
are slow, it must be the fault of 
those so-and-sos in the sales and 
advertising departments—those 
guys who have forgotten how to 
sell, who have been lulled to sleep 
by the easy time they’ve been hav- 
ing over the past few years. 

Well, a lot of production men 
have been having an easy time 
too, and getting away with mur- 
der. Like the well-known maker of 
sleeping equipment who is going 
to have a devil of a time ever 
selling this editor’s wife anything 
with his name on it, because he 
thought a couple of imitation rub- 
ber casters on the inside wheels 
of one of those pull-out sleeping 
jobs were good enough. He prob- 
ably saved 20 or 25¢ on a $150 job, 
but the casters disintegrated after 
little more than a month of use, 
and since they’re practically im- 
possible to remove or replace, he’s 
got a near-furious customer in- 
stead of a loyal one. 

By all means, let’s have a little 
more critical look at the product. 


The Enormous Rise in Color 


The recently released report of 
the Magazine Advertising Bureau 
on the use of color in magazine 
advertising must come as some- 
thing of a shock, even to those who 
have been in the forefront of the 
use of color. 

The Magazine Advertising Bur- 
eau figures show that last year 
45.9% of all the pages of general 
magazine advertising—nearly half 
—were in color. Not only was this 
enormous percentage in color, but 
nearly a third of the total adver- 
tising was in four-color pages. To 
point up the growth of color, the 
bureau goes back only ten short 
years—toe 1939—to point out that 
only 18.6% of magazine advertis- 
ing was in four colors that year, 
and an additional 11.2% in two 
colors, a total of 29.8% 

To a society surfeited with mir- 
acles, this seems like a simple 
enough fact, and yet it is well-nigh 
unbelievable. An increase not too 
far from 100% in the use of color 
in magazine advertising in ten 
years, and the continuing evi- 


dences of even greater use, point 
to a not-far-distant time when the 
normal advertisement will be a 
color advertisement, and black and 
white will be the exception. 

There are important implications 
here not only for magazines, but 
for newspapers and television— 
implications which certainly have 
not been overlooked. In fact, while 
the incidence of run-of-paper 
newspaper color is certainly much 
smaller than the magazine figures, 
the rate of growth of color in 
newspapers has been many times 
that of magazines in the past ten 
years, since it is only in this period 
that the far more intricate prob- 
lems of handling colors in news- 
papers have approached solution. 

Now if some genius in the 
graphic arts field can develop a 
process which will reduce the cost 
and the difficulty of making the 
necessary plates or other materials 
from which color is printed, we 
may sometime witness the ultimate 
—publication rate cards on which 
the color rate is the “normal” rate. 


No Charts Available 


Not long ago the American Mar- 
keting Association’s New York 
chapter heard serious talk from 
W. H. Mullen, director, Magazine 
Advertising Bureau. Discussing the 
questions asked about magazines, 
he described the answers available 
—total advertising, audience data, 
and magazine advertising costs. 

But MAB is also asked questions 
to which there are currently no 
answers. Mr. Mullen pointed out 
that the most fundamental ad- 
vertising problems—like setting a 
budget—are matters with little 
definite information. For instance, 
a new company, starting in with 
three well-established competitors, 
has no idea of the size of its budget. 
“Do you match the advertising ap- 
propriation of your largest com- 
petitor? Maybe you should double 
it. Maybe you should average the 
advertising budgets of your three 
competitors, and add 20% for good 
luck. Or multiply the three ap- 
propriations together and take the 
cube root,” Mr. Mullen suggested. 

If your budget is based on fixed 
percentage of sales, then what per- 
centage? “The only information we 
have available on this point is now 
hopelessly out of date—the FTC 
study of 1939,” Mr. Mullen re- 
ported. “Even if you do decide to 
use this ten-year-old study as a 
guide, you cannot be at all sure 
that these same percentages should 
apply today. And what if your 
sales show a large increase next 
year? Should you maintain the 
same percentage relation between 
advertising and sales, or should 
you cut it? And what if your sales 
show a substantial decline? Doesn’t 
that indicate the need for increased 
advertising?” 

On this basic approach to the 
marketing problem, the MAB chief 
noted “an appalling lack of in- 
formation.” 


Missing Syllables 

Some time ago we noted in jest 
the formation of an agency within 
Fuller & Smith & Ross, composed 
of four fellows euphoniously 
named Berolzheimer, Pittelkow, 
Ekwurzel and Hutaff. 

The firm is breaking up. Pittel- 
kow has gone to Kenyon & Eck- 
hardt, Hutaff is in the Cleveland 
office on a special assignment. 
Berolzheimer and Ekwurzel are 
still in New York, and Hutaff has 
hopes F&S&R will shortly have a 
Horace J. Fiddlefoot on the staff. 


Printer Alert 
One of our editorial friends was 
recently delighted with this letter 
from Miriam Gibson French, a 
fashion publicist of New York: 
“In the release I recently sent 
you on Jean Nate’s new Travel 


Kit, the accent aigu was left off 
the ‘e’ of Nate. 

“First, please accept my apolo- 
gies for this error. Second, when- 
ever you use the name ‘Nate’ will 
you please have an accent aigu 
on the ‘e’ of this name? 

“Thank you in advance for being 
understanding of my human frail- 
ties. And thank you for your kind 
cooperation.” 


Editor’s Note: AA _ recognizes 
the indispensability of this tried 
and tested mark and will shortly 
equip itself with its own accent 
aigu. 


Jottings 

The Deseret News, Salt Lake 
City, recently dropped a comic 
strip for one Sunday issue when 
one of the characters used his pipe 
to heat a cup of coffee, out of 
deference to the Latter-Day Saints 
(Mormons). The newspaper ac- 
cepts no coffee or tobacco ads... 

One of the principal advantages 
of R. L. Watkins Co.’s Double Dan- 
derine is the fact that it kills pity- 
rosporum ovale... 

And a mercenary scout notes 
with interest the issuing of $1,000,- 
000 in direct obligation serial notes 
by Franciscan Fathers, Order of 
Friars Minor, Province of Most 
Holy Name, New York. Merrill 
Lynch, Pierce, Fenner & Beane ad- 
vertised the issue... 

T. O. Huckle, editor, Evening 
News, Cadillac, Mich., notes that 
although some metropolitan news- 
papers are just getting around to 
guaranteeing the advertising which 
appears in their pages, his news- 
paper has had a guaranteed ad- 
vertising policy for more than 20 
years... 

And when the St. Louis Globe- 
Democrat ran an ad in the New 
York Times announcing its leader- 
ship in a number of department 
store classifications, it politely 
credited the Times with origina- 
ting the idea for the advertise- 
ment... 

Shulton has an interesting book- 
let out called “How to Take a 
Baim”... 

On behalf of the Porto Rican 
rum industry, nine bartenders (in- 
cluding the president of the inter- 
national union) were _ recently 
flown to Porto Rico as guests of 
Porto Rico Industrial Develop- 
ment Co... 

Gloria Henry, a Columbia studio 
star, gets to be queen of the iced 
tea season. This is hot stuff for 
the Tea Bureau’s cold seller... 

Reflective headline from the 
Bureau of Advertising’s Retail 
Memo: “Mother’s Day is a ‘Nat- 
ural’ ” 

If deer have been bothering you, 
rush to get B. F. Goodrich’s Good- 
rite z.i.p. It is probably the first 
deer repellent we’ve heard of... 
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Rough Proofs 


“Agencies, admen ask additio) a) 
grocery reports,” says the worl |’s 
greatest advertising journal. 

Right now everybody is looki iz 
for the answer to “What’s cookin °” 


ABP objects to the intimation 
of Nation’s Business that busin: ss 
papers are filed in the “dee 
freeze.” Even if they were, 1949 
problems should help to thaw the m 
out in a hurry. 


Rodney M. Lockwood says it 
costs the government three times 
as much to produce housing as it 
costs private industry. But of 
course the taxpayer expects to be 
billed extra for social gains. 


According to the Research Cor- 
poration of America, Schlitz con- 
tinued in 1948 to be the beer that 
helps most to make a certain Wis- 
consin city famous. 


Capper’s Weekly, talking of 
Fourth of July parades, says “the 
high-stepping drum-majorette sig- 
nals the downbeat.” 

Are some of those gals really 
useful as well as ornamental? 


Bill Corum let the readers of his 
newspaper column in on the fact 
that he was betting on Ponder to 
win the Kentucky Derby, but he 
kept it a big secret from the 
Gillette customers on the day of 
the race. 


“A hard working editor,” the 
classified ad says, “wants job not 
position in Chicago area.” 

People started looking for jobs 
instead of accepting positions away 
back in 1948. 


An agency man now working in 
Chicago is trying hard to locate 
a job in St. Louis. He doesn’t seem 
to be a bit discouraged by the slow 
start of the Cards and the Browns 


A Newark broker has started a 
campaign to interest women in 
stock investments. He can tel! 
them everything in that line is 
now displayed in the bargain base- 
ment. 


“The time to do a media selli: 
job is always now,” advises Wi! 
ford York, who knows that t! 
story never sounds quite so co! 
vincing after the list is made up. 


' Oo + 


A disillusioned correspondent 
points out that AA editors have 
yielded to Walter Winchell and 
are reporting weddings as mergers, 
but he hopes they continue 
hold out against Renovations. 


Dave Tibbott says life insuran: ‘ 
companies still find it pays to a: - 
vertise retirement income policie 
Uncle Sam promoted the idea 
a big way, but left the financi.! 
details slightly on the skim;) 
side. 


The National Better Busine:s 
Bureau hopes manufacturers { 
the new ammoniated dentifric:s 
won’t promise too much, but +t 
least they can point out that <2 
ounce of prevention is worth 2 
lot more than a dentist’s drill. 

Copy Cu: 
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a. To Make More Sales To More 


* Women In America’s 32° Market 


-y REMEMBER...PHILADELPHIA 
cr. PREFERS THE INQUIRER 


+ of a 
NS 


P 
s 
oe 
| 


DEPARTMENT STORES CONTINUE TO 
PREFER THE INQUIRER IN PHILADELPHIA 


The year 1948 was the 9th consecutive year in which 
THE INQUIRER led all Philadelphia papers in department store 
advertising. To reach women in America’s 3rd market—to sell 
goods—bank on Philadelphia’s most productive newspaper ! 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Dnguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y¥.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, ANdover 3-6270; GEORGE $. DIX, Penobscot Bidg., Detroit, WOodward 1-6005 
West Coast Representatives: FITZPATRICK & CHAMBERLAIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St. Los Angeles, Michigan 0578 
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My True Confession 
about TRUE CONFESSIONS 
| bare 


al| 


lee AERIS 


by day herolf 


H.. no, I'd never read True Confessions, have you? 
Neither had Mrs. Herold. 
And neither have you, probably. Nor Mrs. You. 
Yet it’s the second largest selling women’s magazine on the newsstands 


= today. 
WE AREN’T PEOPLE 

You and I and your missus and mine think we're America. We may 
think we're “the market’. We may measure everybody’s tastes and desires 
and thinking and buying by ours. Humph! 

At most, there are only 10,000 or maybe 100,000 or perhaps even a mere 
half million people “like us” in a country of 140 million population. 

We're just a drop in the bucket. 
We make one whale of a mistake if we get to thinking of ourselves 
- as the buying public—that is, if we have anything to sell to the “buying 

ublic’”’. 
: The country is full of fine, good, prosperous, sellable people who are 
as different from what we think we are as night is from noon. 

Almost 2 million women, for example, step up to newsstands and buy 
True Confessions because they love it and love it month after month. 


OTHERWISE ALMOST UNREACHABLE 


And they’re different women from those who read the magazines you 
and I may know better. For instance 94.1% of the women who read Life, 
95.1% of those who read the Ladies Home Journal and 94.7% of those 
who read the Woman's Home Companion DO NOT read TRUE CON- 
FESSIONS. If we ignore True Confessions readers, we ignore a huge 
a percent of “our” potential market. 

a We don’t go for hearts and flowers—but THEY DO-—and they have 
: the money to buy what we have to sell them. Ignore them? Let’s see 
about that. 


HOW | HAPPEN TO BE HERE 


The advertising department of True Confessions asked me would | 
please, for a consideration, come and look into True Confessions anc 
learn in my dumb head, some of the facts that it knows—facts that sur 
veys have revealed—about True Confessions, and its readers. 

They thought maybe I could tell you something that would make you 
spin in your swivel chair. 

For money, I'll investigate almost anything. That doesn’t mean tha: 
for money I'll tell lies. For money, I'll tell truth. And I like shocks tha: 
increase my knowledge... don’t you! 

For money, I read several copies of True Confessions. For money | 
learned the facts about the kind of people who plunk down cash for i: 
on the newsstands month after month, year after year for the most im- 
portant (from your standpoint) years of their lives. 

For money, you ought to learn some of these same things I learned. 
I mean, if you want to reach a market that you have maybe heretofore 
been high-hatting. Come on and learn as I learned about True Confessions 
and the people who read it. 


If I'd ever thought about Tre Confessions at all, Pll confess that I 
thought it was rather low-class, lurid crap for shop and servant girls 
and dime store damsels. 

I thought it was sensational and sexy. 

And maybe you, too, have been lumping True Confessions off as some- 
thing down there which should be handled with tongs or a shovel. 

My first discovery was that the text in True Confessions is many notches 
cleaner than the text in most of the so-called “family” magazines that 
“grace” my living room table. It’s cleaner, by miles, than some of the 
best selling novels that “grace” our library shelves. 

True Confessions stories are true, living confessions, but they are clean 
and fresh. From your angle and mine, the worst thing we can say about 
them is that they are hearts-and-flowersy. 


T. €. EDITORS KEEP IT PURE 


The editors of True Confessions wouldn't think of printing a lot of 
the stuff that the editors of some of the higher-brow magazines and book 
publishers accept and put out. Fact is, the editors of True Confessions 
apparently lean over backwards, clear to the floor, to keep their magazine 
clean as snow. The readers of True Confessions are not interested in 
dirt. They’re not one-tenth as interested in dirt as the folks at my country 
club and maybe at yours. 


EVITOR OF TRUE CONFESSIONS 
SS LEANING OVER BACKWARDS TO 
KEEP A TRUE CONFESSIONS STORY CLEAN 


The readers of True Confessions may be more interested in emotion 
and sentiment and the ups-and-downs of love and heart than you and | 
and our sets are. 

But they are, mostly, good young housewives, running homes and 
raising kids and loving ‘em. They're not interested in roadside necking, 
or marital cheating or playing nightclub footsie. 

They read not only the wholesome, hearty stories in True Confessions, 
but they devour also TRUE CONFESSIONS’ service articles and the 
departments which deal with problems of everyday family living. 

Just who are the readers of True Confessions? 


SCIENTIFIC READER SURVEY 


It’s not necessary to guess; in this day and age such things can be 
measured to within an infinitesimal fraction of an inch. 
Here, too, I got the shock of my life. 
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WOMEN oh 900 
READERS ey TRUE CONFESSIONS 
} ' PICKS THEM AT 
THEIR PURCHASING. 
PEAK 


The average True Confessions reader is a young woman in the 18 to 
35 age group; her family has a median income of over $3,000. 

She is a fine, young and eager American housewife starting and able 
to buy for her new home and for her new family. 

To bring this whole business down to a “what’s-in-it-for-you”’ basis, 
you get 454 readers of the female species in this buying age group for 
your Ad Dollar vs: 


241 Readers of this age in Ladies Home Journal 
240 Readers of this age in McCall’s 


241 Readers of this age in Woman’s Home Companion 


For some reason or other, year after year, women start reading True 
Confessions at about 18 and quit reading it about 35. This has been going 
on for more than 25 years. 

You get them at their purchasing peak, when they are fixing their 
faces, furnishing their homes, expanding and equipping their new fam- 
ilies, and forming their buying habits. You don’t pay for much circula- 
tion that is still wet behind the ears and you don’t pay for many readers 
whose buying habits are set like concrete. 


You get the best years of their lives. 

Their median age is 27.9 years. (This compares with a median age of 
34 for women readers of women’s service magazines and 33 for readers 
of general weeklies and monthlies.) 

This means that for your ad dollar you get several extra, free years of 
buying expectancy in the reader of True Confessions. To be exact, you 
set 47 years of buying expectancy in the reader of True Confessions. 
‘‘ut—most important of all to you—the sensational fact about these worth- 
hile women readers of True Confessions is that you can't reach more 
‘van a small fraction of them by advertising in the big women's service 
»agazines or in the general monthlies or weeklies. 


ONLY WAY TO GET ’EM 


The sensational truth is that unless you use True Confessions you are 
idely and foolishly TURNING YOUR BACK on a large share of your 
otential market. 

The “overlap” statistics show this to be true. 

Whereas, if you buy both the Ladies Home Journal and the Woman's 
lome Companion you buy perhaps largely identical circulation with 
ord knows how much overlap. 

The point is, True Confessions readers are a peculiar, particular indi- 
idual couple of million women who know what they want, and what 
ey want is True Confessions. But they are women who have money 
10ugh and needs enough to buy what you want to sell ‘em (unless it 
| Cadillacs, or Chris-Crafts or Scott Radios; advertising managers of 
‘ese companies will please skip True Confessions.) 

I like the way True Confessions readers step up to a newsstand 12 times 
year and plunk down their money and vote for True Confessions again 
ad again. 96.9% of the sales of True Confessions are newsstand sales. 


THEY WANT IT 12 TIMES A YEAR 


A yearly subscription is a one-time-a-year impulse. It may be the result 
of a passing mood or of one momentary flash of enthusiasm, or it may 
be the result of high pressure selling by a subscription agent. 

But money on the line 12-times-a-year is LASTING ENTHUSIASM. 

There is no subscription push or bargain-rate temptation in True 
Confessions circulation. 

And there is startling evidence of some peculiar kind of loyalty and 
wide-open susceptibility to advertising in True Confessions readers. 

For example, I know of one $500 ad in True Confessions which pulled 
40,000 inquiries, True Confessions annals are full of such case histories. 


SOQ WHAT? 


I may not go on reading True Confessions. 

You may read it a while as a result of this lash on the tail that I have 
given you. Or you may not... 

It makes no difference. 


'M NOT TALKING To CoLLEge-eRED YOU 
_ BuT TO YOUR BREAD-AND-BUTTER BANK-ROLL 


What is important, is for you to face the inescapable fact proven by 
impartial surveys, that here is a sane, substantial, well-heeled group of 
housewives at exactly the buying age that you want to reach. And re- 
member you can’t reach more than a small percentage of them by stick- 
ing to the so-called polite, conventional methods of going into the 
magazines that only you and your wife read. | 

True Confessions readers are not virgins, because most of them are 
married mothers—but for your money, they are a fertile, virgin field that 
you can’t touch to any extent in any other medium. 


dy herolf 


EXTRA CONFESSION by d.h. 


I’ve exaggerated somewhat in this true confession. I’ve sorta made out 
that I'm the first to discover the value of True Confessions as an adver- 
tising medium to reach two million worthwhile women customers almost 
unreachable in the big magazines which come to your home and mine. 
But here’s a partial list of big-time, hot-shot, grade-A advertisers who 
have habitually used True Confessions for varying number of years. If 
you're among them, I’ve been telling you something you already know. 


American Chicle Company 
Associated Products, Inc. 
American Home Products Corp. 
Affiliated Products, Inc. 

B. C, Remedy Company 
Beech-Nut Packing Company 
Betty Co-Ed of Hollywood 
Bissell Carpet Sweeper Company 
Bauer & Black— 

Division of the Kendall Co. 
Broadway Fashions 
Bristol-Myers Company 
Blue Swan Mills 
Bourjois, Inc. 

Best Foods, Inc. 
California Fruit Growers 

Exchange 
California Packing Corporation 
Campana Sales Company 
Carter Products Corporation 
Carnation Company 
Centaur-Caldwell, 

Division of Sterling Drug, Inc. 
Chesebrough Manufacturing 

Company 
Cling Peach Advisory Board 
Colgate-Palmolive-Peet Company 
Congoleum-Nairn, Inc. 

Conti Products Corp. 
Columbia Pictures —_— 
Corn Products Company 

Cream of Wheat Corporation 
Denver Chemical Manufacturing 

Company 
Du Pont, E. I., de Nemours & 

Company, Inc. 

Eagle Lion Films 
Ex-Lax, Inc. 

Fels & Company 
Fitch, F. W., Company 


Factor, Max, Cosmetics 

Gerber Products Company 

General Foods Corporation 

Glover, H. Clay, Company, Inc. 

Gotham Hosiery Company, Inc. 

Greyhound Lines 

Grove Laboratories, Inc. 

Hawaiian Pineapple Co., Ltd, 

Heinz, H. J., Company 

Houbigant Sales Corporation 

House of Westmore, Inc. 

International Cellucotton Products 
Company 

International Correspondence 
Schools 

International Silver Company 
ergens, Andrew, Company 
ohnson & Johnson 

.ing’s Men Toiletries 

Knox Company 

Lady Esther, Ltd. 

Lamont, Corliss, & Company 

La Salle Extension University 

Lehn & Fink Products 
Corporation 

Lever Brothers Company 

Lewis Howe Company 

Liggett & Myers Tobacco 
Company 

Loew's Incorporated 

Lorr Laboratories 

Luft, The George W., Company, 


nc. 

McKesson & Robbins, Inc. 
Manhattan Soap Company, Inc. 
Marchand, The Charles, Company 
Mennen Company 

Miles Laboratories, Inc. 

Miles Shoes, Inc. 

Miller-Wohl Company 


ee ‘ 
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National Biscuit Co. 

National Silver Company 

Northam Warren Corporation 

Norwich Pharmacal Company 

Noxzema Chemical Company 

O'Cedar Corporation 

Oneida, Ltd. 

Paramount Pictures, Inc. 

Pepsi-Cola Compan 

Personal Products Corporation 

Philip Morris, Inc. 

Pinkham, Lydia C., Medicine 
Company 

Plough, Incorporated 

Princess Pat, Ltd. 

Procter & Gamble Company 

Reynolds, R. J., Tobacco 
Sompany 

Revlon Products Corporation 

R.K.O. Radio Pictures, Inc. 

a Manufacturing Company, 
ne. 

Scott Paper Company 

Smith, L. C. & Corona 

Typewriters, Inc. 

Speck Comen Company 

Squibb, E. R. & Sons 

Standar. Brands, Inc. 

Stanco, Incorporated 

Tagil of New York 

Talon Incorporated 

Tampax, Incorporated 

Tek Corporation 

Vick Chemical Company 

Warner Brothers Pictures, Inc. 

Whitehall Pharmacal Company 

Wildroot Company, Inc. 

Wine Advisory Board 

Wurlitzer, Rudolph, Company 

Zonite Products Corporation 


: FAWCETT PUBLICATIONS, INC. 
67 WEST 44TH STREET 


RK 18, NEW YORK 
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Reid Advises Admen 
to Hold Jobs by 
Building Key Spots 


PHILADELPHIA—Advertising man- 
agers and agencies should build 
themselves key spots in a com- 
pany’s sales picture if they hope 
to stay in the advertising business 
for long. 

These words of advice were of- 
fered to the Eastern Industrial Ad- 
vertisers on May 5 by Ralston B. 
Reid, manager of the industrial ad- 
vertising division, apparatus de- 
partment, General Electric Co. 

“It’s so easy to kid yourself into 
thinking you are an integral part 
of sales,” he warned. 

He further warned that if a 
sales manager does not bother the 
advertising man continuously, 
something is wrong. 

“Maybe he’s only paying lip 
service to advertising,” Mr. Reid 
warned. “It’s fashionable, you 
know.” 


gw On the other hand, he warned 
that an advertising manager should 
never let a sales manager make 
the advertising program a whip- 
ping boy for a “lousy” product. 
Advertising has no place in a sales 
program unless the product is 
competitive from a sales view- 
point, he observed. 

Mr. Reid pointed out three ele- 
mentary factors that help shape 
the success or failure of an adver- 
tising campaign. First, he advised 
advertising men to time advertis- 
ing properly, and second to make 
certain that the company’s sales- 
men push the program. After those 
two steps are completed, he said, 
all weapons should be employed to 
follow through immediately in 
order to solidify the gains already 
made. 


Fell Names Solomon, Amslow 


. Sidney Solomon, formerly editor 

and production manager of Beech- 
hurst Press, has joined Frederick 
Fell, Inc., New York book pub- 
lisher, as assistant to the president, 
Frederick V. Fell. Mr. Solomon 
will design all books for the com- 
pany, supervise all phases of book 
production, and head promotion 
and publicity. Ruth Amslow has 
been appointed manager of the| 
company’s mail order division. She 
also will handle the list rental 
operations of Arden Book Co., 
subsidiary of Fell. 


( Advertisement) 


Promoted by Sunshine Biscuits 


Ralph H. Schust, who has been elected 


Starts Olive Campaign 


G. Oberti & Sons, Maders, Cal., 
packer of Oberti brand olives and 
olive oil, has begun a new cam- 
paign using major market news- 
papers and trade _ publications 
throughout the West Coast. Boone, 
Sugg, Tevis & Walden, San Fran- 
cisco, is the agency. 


Arbee Appoints Bell Jr. 


W. Rex Bell Jr. has been named 
an account executive of Arbee 
Agency, Inc., Terre Haute. His 
father heads the agency. 


C2 aaa 0 


Clary Appoints Chilcote 


Charles W. Chilcote has been 
appointed manager of the New 
York branch of Clary Multiplier 
Corp., Los Angeles. He succeeds 
Charles Watkins, who has been 
named to handle a special assign- 
ment in the West. 


Marston Names Carroll 


Margaret Carroll, formerly in 
the advertising department of 
Neiman-Marcus, Dallas, has been 
named assistant advertising direc- 
tor of Marston Co., San Diego. 


GM Transfers PR Department 


General Motors Corp. has trans- 
ferred the headquarters of its pub- 
lic relations department from New 
York to Detroit. This department 
is headed by Paul Garrett, vice- 
president. 


To Inland Newspaper 


Inland Newspaper Representa- 
tives, Inc., has been appointed to 
represent in the general field the 
new daily and Sunday Chronicle, 
Clovis, N. M., published by the 
Chronicle Publishing Co. 


Advertising Age, May 16, 199 


Terwilliger Joins Motorola 


N. H. Terwilliger has been 
named assistant manager of ac- 
vertising and sales promotion f.,, 
Motorola, Inc., Chicago. He wis 
sales promotion manager at Zeni:)h 
Radio Corp. for ten years. 


Boex Heads Northern Paper 


Milan Boex, executive vice- 
president and general manager of 
Northern Paper Mills, Green Ba, 
Wis., has been elected preside: 
and general manager of the com- 
pany. 


vice-president in charge of sales of 
Sunshine Biscuits, Inc., producers of | 
Krispy, HiHo, Hydrox and other na- | 
tionally advertised biscuits. Mr. Schust 
is a regular reader of The Wall Street | 
Journal. So are 23,508 other vice-presi- 
dents in this daily reading audience of 
223.641 businessmen. If this audience 
cf business leaders is a market for 
your goods or services, The Wall Street 
Journal is your most effective adver- 
tising medium. 
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Slow motion is old-fashioned. 
Competition is the keyword to- 
day—and the pace is fast. 
Now advertising needs a medium 
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Fawcett Names Italian 
Publishers Representatives 


Italian Publishers Representa- 
tives, Inc., New York, has been ap- 
pointed exclusive representative 
in the United States of Scienza II- 
| strata, Italian edition of Me- 
chania Illustrated, a Fawcett pub- 
lication. First issue of the monthly 
Scienza Illustrata was published 
last week. 

It will be the same size as Me- 
chanix Illustrated, will have 96 
pages and sell for 100 lire (about 
i6¢). The first issue will have a 


press run of 170,000 copies, and 
it is planned to increase this to 
200,000 in the near future. It will 
be printed by the Institute Geo- 
grafico De Agostini of Novara. 


KOIL Re-Signs Webber 


Webber Motors has again pur- 
chased the sports package of Sta- 
tion KOIL, Omaha. The package 
includes football games, a fishing 
and hunting show, hockey games, 
baseball games, basketball games, 
swim meets, boat races, midget 
auto races, etc. 


Mills Joins Princeton 


James H. Mills, formerly with 
Pendray & Leiberit, New York, has 
joined the Princeton Film Center, 
with headquarters in New York, 
in charge of public relations, sales 
to foundations, religious and edu- 
cational organizations. 


Two Name Robotham 


Silent Glow Oil Burner Corp. 
and Outdoor Oven Fireplace Co., 
Hartford, Conn., have appointed 
Edward W. Robotham & Co., Hart- 
ford, to handle their advertising. 


Names Sadler & Sangston 


Book of Homes Group, consist- 
ing of California Book of Homes, 
Pacific Northwest Book of Homes 
and Mountain States Book of 
Homes, has appointed Sadler & 
Sangston Associates, New York, 
as its eastern representative. 


Peanut Council Moves 


National Peanut Council, now 
located in Atlanta, will move its 
headquarters to Washington, D. C., 
temporarily situated in the Willard 
Hotel, effective May 16. 


‘ 
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with big circulation and big 
sales power—a medium that 
can really move merchandise 


in a big way. 


24 GREAT NEWSPAPERS DISTRIBUTE IT! 
9 MILLION FAMILIES GET 


iT! 


19% MILLION ADULTS READ IT! 
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s far as service time is con- 
cerned, your engraving plant is no 
farcheraway than one of oursuburbs.”’ 


Similar remarks have been made by 
both advertisers and agencies in 
Chicago, Sc. Louis, and Indianapolis 
... by careful buyers who have 
learned that they can really benefic 
by doing business with G. R. Grubb 
& Co., located more than a hundred 
miles away. That's why Champaign 
is rapidly becoming known as en- 
graving ‘‘suburb”’ of all chree cities. 


Equally important, both metropoli- 
tan customers and all chose in che 
surrounding area have learned chat 
Grubb engravings are fine engravings 

. and prices are always fair. They 
know that chis company is also fully 
staffed to give top service in all cypes 
of photography, retouching, creative 
design and finished art. In other 
words, this engraving ‘‘suburb’’ offers 
everything they want and need. You, 
coo, can benefit. Juse write or call... 


| 


G.R.GRUBB ACO. 


ENGRAVERS 
Artists - Photographers 
CHAMPAIGN, ILLINOIS 
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Names Blaisdell Gates 


Blaisdell Gates, formerly head 
of the Abbott Kimball Co. otfices 
on the Pacific Coast, has been ap- 
pointed vice-president and account 
executive of Elliott, Daly & 
Schnitzer, San Francisco and Oak- 
land. Although he will work out 
of both offices, Mr. Gates will 
—_— his headquarters in Oak- 
and. 


O'Leary Joins Buchanan 


Robert J. O’Leary, formerly as- 
sistant to the merchandising and 
sales promotion manager of Life 
and head of Life’s sales presenta- 
tion department, has joined Bu- 
chanan & Co., San Francisco, to 
serve in contact and creative 
capacities. 


‘Air Coach’ Service Pays, 
Capital Airlines Shows Senate 


WASHINGTON—For nearly a 
month, the Senate’s interstate com- 
merce committee has had the air- 
line industry under the microscope. 
Why the deficits, the senators 
ask? 

Tuesday there was encouraging 


By STANLEY E. COHEN, Washington Editor. 


Chicaq re 


defender 


iN EXCESS OF 200.000 


= ABC MEMBERSHIP — 


£ {. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


news from Capital Airlines. Six 
months of experiments with a 4¢ 
a mile “air coach” service are pay- 
ing off. The tests with low-fare 
night flights have brought in $802,- 
000 of new revenue, nearly half of 
it in April. 

Capital started low fare service 
at night in an effort to get more 
flying hours out of its equipment. 
It has attracted 35,135 passengers, 
and added traffic to its regular 
flights, too. 

Before the senators are through, 
they hope to clear up once and 
for all the controversy over air- 
line mail pay. Sen. Ed Johnson (D., 
Colo.), the committee chairman, 
feels that the airlines ought to get 
a fair rate for carrying mail; any- 


thing they need beyond that ought 
to be clearly marked “subsidy.” 


Legislation authorizing a $15,- 
000,000 Census of Housing in con- 
junction with the 1950 population 
and agriculture studies slid easily 
through the House Monday, toward 
sympathetic Senate consideration. 
House Republicans worked up 
half-hearted opposition. Their 
argument: The censuses will cre- 
ate 140,000 new jobs in a con- 
gressional election year. 


National Planning Association’s 
report, “New Industry Comes to 
the South,” indicates that southern 
progress is breeding southern 
progress. Based on studies of 88 
large plants which went south 
after the war, it says the South’s 
market is now big enough to sup- 
port efficient-sized plants. Con- 
taining 27% of the nation’s popu- 
lation, the South has increased its 
purchasing power 187% from 1940 
to 1947, compared with 150% for 
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some women jum EN so RED 


It’s no joke to the men who make 


brassieres and corsets—the fact that 


Miped 


eligible women in one state spend a mere 
39¢ each per year for aids to uplift and 


control, while in another, not too far away, 


the annual per-women investment runs to 
$3.17, more than eight times as much. 


Why? It’s hard to say. Foundation garments 
fit some curves to perfection, but their 


sales pattern is something else again. 


It doesn’t seem to fit population curves, national origins, degree 
of urbanity or any conventional yardstick. 


Foreign as corsets may be to your business, your product also may 
face variations just as fantastic—variations that traditional 
advertising methods often fail to match. 


That’s one big reason why so many national advertisers are 
turning to the daily newspaper as the base of their advertising 
strategy. It puts pressure on markets that deserve it—helps 


you save money in markets that don’t. That’s one brand of figure- 


control that’s mighty important in times when costs are high, 


competition is keen and when, as always, 


All Business Is Local 


, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 


or 240 Montgomery St., 


San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by The Worcester Telegram-Gazette in the interest of more effective advertising, 
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the nation as a whole. 
ses 


FCC Chairman Wayne Coy his 
finally admitted that the televisi«n 
freeze will be on until late this 
summer. Speaking at Columb:is 
May 5, he said he has been ove - 
optimistic in predicting an ear y 
end to the freeze; that it will he 
in effect “for another three or four 
months.” 


Mr. Coy is sponsoring some ne. 
Commission thinking on FM pro- 
gramming. He says AM operators 
of FM stations ought to be required 
to duplicate their full progran 
structures on their FM transmit- 
ters. His approach is a bitter pil! 
to FM pioneers. Until now, they 
have argued “the less program 
duplication, the better.” 


Defense Secretary Louis Johi- 
son is waving his broom at 15- 
per centers, 10-per centers and 5- 
per centers who promise to get 
military contracts for “small” bus- 
iness men. Mr. Johnson says any 
firm can get a military contract, if 
it tries some intelligent salesman- 
ship; that each of the services wil! 
be glad to provide a booklet on 
“how to do it.” As to those “who 
claim to sell influence at the right 
spot,” the man who scuttled the 
Navy’s super carrier says: “We 
will drive them out of the national 
military establishment.” 


Administration leaders in the 
House have abandoned their ef- 
forts to broaden the Wage-Hour 
Law to cover employes in large 
retail establishments, and have de- 
cided to concentrate instead on 
their drive for a 75¢ minimum 
wage. The administration finds it 
increasingly hard to get unpop- 
ular labor legislation through the 
House. Its skin-of-the-teeth mar- 
gin for recommitting the Wood 
bill was ample notice that the Taft- 
Hartley Act can be repealed “in 
name only.” 


Graaskamp Named V. P. 


L. W. Graaskamp, general man- 
ager of sales, has heen appointed 
vice-president in charge of sales 
of American Can Co., New York. 


CKBL Appoints Hardy 


Station CKBL, Matane, Que. 
has appointed Joseph A. Hardy & 
Co., Montreal and Toronto, as its 
sales representative. 


INCREASE YOUR 
RETAIL SALES 


Hundreds of profitable, 
proven ways to win cus- 
tomers are described i 


Public 


Relation: 


for 


Retailer: 


Tom Mahoney and Rita Hessio: . 
experienced public relations consu - 
tants, present in this new book tl ° 
first complete guide to the use of mo: - 
ern public relations principles ar | 
techniques in a retail business; ar ! 
give hundreds of examples of succes - 
ful public relations practices in stor ‘ 
throughout the country. 

This book is FULL of practical ideas f ' 
increasing retail sales. The price is on ) 
$4.50. Get a copy on 10 days’ approt | 
and see for yourself. Write to 


THE MACMILLAN COMPAN’ 
60 Fifth Avenve ° New York |! 
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A basic chemical formula 


for’mu.la_ is a basic word in the chemical industry. It applies not only to the 
production, but to the selling of chemicals; and chemical adver- 


tisers know that Business Week is a prime selling formula. 


rea’son: Business Week reaches today’s highest concentration of Manage- 


ment-men... executives in business and industry who make or 


influence buying decisions. 


re.sult’; in 1948, Business Week carried more than twice as much chem- 
icals advertising directed to business and industry as 
any other general business or news magazine. Busi- 


ness Week moves goods .. . at less cost. . . because— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


Chemical Advertisers * 
in Business Week 


(5 years or more) 


Aluminum Company of America 

American Cyanamid Co. 

Atlas Powder Company 

Celanese Corp. of America 

Davison Chemical Corp. 

Dow Chemical Company 

Du Pont de Nemours & Co., Inc., E. I. 

Durez Plastics & Chemicals, Inc. 

Food Machinery & Chemical Corp. 

General Electric Co. 

Goodrich Chemical Co., B. F. 

International Mineral & Chemical 
Corp. 

Koppers Co., Inc. 

Martin Co., Glenn L., The 

Monsanto Chemical Co. 

Union Carbide & Carbon Corp. 


*Source: Publishers’ Information Bureau Analysis 
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To Keenan & Eickelberg 


Liberty has appointed Keenan 
& Ejickelberg, San Francisco and 
Los Angeles, as its advertising rep- 
resentative in 11 western states. 
The magazine will retain its edi- 
torial office in Los Angeles. 


Atlas-Pacific Names Butler 


B. J. Butler has been named 
vice-president and sales manager 
of Atlas-Pacific Engineering Co., 
Emeryville, Cal. 


Cundy-Bettoney to Silton 

Cundy-Bettoney Co., manufac- 
turer of woodwinds, has named 
Silton Brothers, Boston, to direct 
its advertising. 


Gets Food Machine Account 


Lamport, Fox, Prell & Dolk, 
South Bend, has been appointed 
to handle the advertising of U. S. 
Slicing Machine Co., LaPorte, Ind., 
manufacturer of food machines. 


Gloetzner Joins WNLK 


John Gloetzner, formerly on the 
public relations staff of Remington 
Rand, Bridgeport, Conn., has 
joined the sales staff of Station 
WNLEK, Norwalk, Conn. 


Coffee Group Sets Meeting 


The annual convention of the 
National Coffee Association of 
U. S. A. will be held at Boca Raton, 
Fla., Dec. 7-10. 
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SPACE BUYER 
He know the reps of all the magazines; 
When space is hard to get, with intuition 
He manages to get it. Back of scenes 
He labors well to get preferred position. 
He must be friend to all. He never knows 
When some far client will demand he rush off 
To fix a schedule. And his manner shows 
He’s master of the come-on and the brush-off. 


What paper covers Bismarck or Miami? 

How can you reach the plumber’s helper best? 
With blood-count low and fingers often clammy, 
He must know when and where to run a test. 
Statistics are his meat. I have a hunch 

He seldom has to buy himself a lunch. 


Arthur Frederic Otis 


KWK Moves Offices 


Station KWK, St. Louis, has Samuel Chew, 


Chew Joins Gray & Rogers 
formerly with 


moved its studios and offices from | Neal D. Ivey Co., Philadelphia, has 


Hotel Chase to the new Globe-| joined Gray & Rogers, 
Democrat Radio building. phia. 


Philadel- 


s«épirtseurcH 


Face it fellows, we’re in a buyers market—the kind of a market 
when men in the field need every “extra’’ and every help—the 
kind of “extra help” the Post-Gazette provides with the BIG 
Circulation that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 1,000 
to 75,000 population. 


BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


REGAN & SCHMITT, INC. 


Yow 7 Déys 4 WeeK/ 


REPRESENTED NATIONALLY BY MOLONEY, 


Advertising Age, May 16, 194 


Acousticon Dealer 
Contracts Restrain — 
Trade, FTC Says 


WASHINGTON—The Federal Trac 
Commission has charged that “ex 
clusive dealing” contracts used b 
Dictograph Products, Inc., Ne 
York, involve “oppressive an 
coercive” power over distributo: 
and dealers handling its Acous 
ticon hearing aids. 

The commission’s action again 
Dictograph, one of the larges' 
manufacturers and distributors o| 
hearing aids, involves two counts 

1. That “exclusive dealing con 
tracts’ which prevent distributor 
and dealers from handling othe 
makes of hearing aids “may be de- 
structive of competition or promo- 
tive of monopoly.” 

2. That short notice termination 
power retained by Dictograph tends 
to make distributors and dealers 
“subservient to its wishes.” 

FTC reports that Acousticon 
sales through 180 distributors and 
a network of sub-distributors and 
dealers amounted to more than 
$5,000,000 in 1947. 

FTC said Acousticon dealers 
can be put out of business “forth- 
with” under the short notice ter- 
mination contract for breaching 
the exclusive-dealing requirement 

r “for no reason at all.” 

On cancelation of contract, FTC 
said, Acousticon dealers must 
surrender their telephone listings 
and mail and may be precluded 
from engaging in the hearing aid 
business within certain areas for 
a year. 


Vinci Elected President 


Thomas Vinci Jr., vice-presi- 
dent, general manager, general 
sales manager and advertising 


manager, has been made president 
of F. C. G. Importers, Inc., New 


York, importer of Courvoisier 
cognac and the entire line of 
cordials produced by Wijnand 


Fockink Ltd. of Holland. 


Fort Appoints York 

R. N. York Jr., formerly adver- 
tising and sales promotion man- 
ager of Southern Appliances, Inc., 
Charlotte, N. C., wholesale dis- 
tributor, has been appointed serv- 
ice director of Fort & Co., Char- 
lotte agency. 


Edal Appoints Goldgar 


Edal Laboratories of Massachu- 
setts, maker of Edal ointment, has 
named Mike Goldgar Co., Boston, 
to handle its advertising. Maga- 
zines and_ sectional newspapers 
will be used. 


Mills Joins McKinney 


Robert T. Mills, formerly with 
the Philadelphia Inquirer, has 
joined the research department o! 
Harris D. McKinney Organization 
Philadelphia, technical and indus- 
trial advertising. 


Kupper Joins ‘Courant’ 

Arnold Kupper, formerly on the 
commercial sales staff of Statior 
WCCC, Hartford, Conn., has joinec 
the promotion department of the 
Hartford Courant. 


the MOST Effective 


MERCHANDISING, 
_ and EDITORIAL 


INFLUENCE 
_ in the DAKOTAS 2 
Potemne Own Magazine 
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ABERDEEN, SOUTH DaKorA 
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May 14-17. National Association 
of Transportation Advertising, an- 


nual meeting, The Broadmoor, 
Colorado Springs, Colo. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 19-21. International Affili- 
ation of Sales and Advertising 
clubs, annual meeting, Royal 
Connaught Hotel, Hamilton, Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 
Drake Hotel, Chicago. 


Handbook Out on Shipments 
to Western Hemisphere 


Latest information on the “Ship- 
ment of Samples and Advertising 
Matter” to countries of the West- 
ern Hemisphere has been compiled 
into a 93-page handbook issued 
by the Commerce Department’s 
Office of International Trade 
(available for $1.25 from the 
superintendent of documents, U. S. 
Government Printing Office). 

The booklet covers mail service 
in each of the Western Hemis- 
phere countries, as well as duties, 
methods of shipment, marking of 
goods, consular documents, bills 
of lading, shipper’s export declar- 
ations and other matters. 


Miss Sylbert Joins Krieg 


Viola Sylbert, formerly in charge 
of fashion activities and fashion 
publicity at Ohrbach’s, New York 
department store, has been ap- 
pointed fashion consultant and 
fashion publicity director of Saul 
Krieg Associates, New York. 


Three Appoint Jaqua 


The following companies have 
appointed Jaqua Co., Grand Rap- 
ids, Mich., to handle their adver- 
tising: Haskelite Mfg. Corp., spec- 
ialties division; Checker Cab Mfg. 
Corp. and Hy-Air Products Co. 


Becomes Johnson Publishing 


Negro Digest Publishing Co., 
Chicago, publisher of Ebony and 
Negro Digest, has changed its name 
to Johnson Publishing Co. and has 
moved to its own building at 1820 
S. Michigan Ave. 


Richard E. Canney, 
mated Electric Corp., 
elected president of the Young 
Men’s Advertising and Sales Club 
of Toronto. Other officers elected 
are: Willis Alguire, Berkel Pro- 
ducts Co., lst vice-president; Bruce 
Dougall, Dougall Supply Co., 2nd 
vice-president; Jack Young, Good- 
year Tire & Rubber Co., secretary, 
and Arden Patterson, Patterson 
Products, treasurer. 


Spring Appoints Kort 

Albert F. Korf, formerly with 
Allis-Chalmers Mfg. Co., serving 
in various sales capacities for the 
past 19 years, has been appointed 
sales manager of L. G. S. Spring 
Clutch Corp., Indianapolis, a divi- 
sion of Curtiss-Wright Corp. 


McLean to Sherman & Shore 


Tony McLean, formerly in the 
advertising department of Warner 
Bros. Studios, Hollywood, has been 
named manager of the Los Angeles 
office of Sherman & Shore, San 
Francisco agency. The office re- 
cently was opened in the Guaranty 
Trust building. 


Sines Appoints Leete 

Harley Leete, formerly pub- 
lisher of the Nevada City Nugget, 
has been appointed production 
manager of Raymond L. Sines & 
Associates, San Francisco. 


San Francisco Agency Moves 

DiMarco-von Loewenfeldt & 
Associates, San Francisco agency, 
has moved to new quarters at 814 
Mission St. 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue Chicago 1, Illinois DEarborn 2-5272 


New York Cleveland Fort Worth Los Angeles 


Power ... 50,000 watts... power to deliver the strongest 
signal of any Cleveland station in Cleveland, in Akron 
and in Canton... power to cover a six billion dollar 


market area, 


popularity . .. the result of a wide-awake radio station 


programming .:.a balance of top CBS shows, local 
WGAR-created programs and public service features 
that has more Clevelanders listening to WGAR than 
any other station. (Fall-Winter ’48-’49 Hooper Survey. ) 


pr omotion ... WGAR’s promotion wins awards. (CCNY 
award for 1949.) 


public acceptance... makes WGAR the station with 
more than three million friends in northeastern Ohio 
... truly “Cleveland’s Friendly Station”. 


50,000 watts + Cleveland 


operation... the kind of radio service 
that |helps bring people into stores to 
buy the products advertised on WGAR. 


Represented Nationally by Edward Petry & Co. 
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for the 7th consecutive month, 
NBC presents advertisers with the 
largest average evening audience 


in network television.* 


*TV Hooperatings—October through April 
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Report Says 88% 
of Brand Names 
Lack Sales Pull 


Cuicaco—In a study of 637 
brand names, 36% were found to 
be more or less detrimental to sales 
appeal, 52% were found to con- 
tribute nothing to the sales appeal 
of the product, and only 12% were 
found to contribute materially. 

Results of the study, completed 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, iInc., 10 E. 38 St., N. Y. C. 


by William J. Archer Jr. of Robert 
N. McMurry & Co., management 
consultant and market analyst 
firm, are contained in a 16-page 
summary which has been released 
to the company’s clients. 

The degree of sales appeal pos- 
sessed by a brand name, according 
to the report, depends upon the 
following six basic characteristics: 

1. Easy to read and pronounce. 

2. Easy to remember. 

3. Attention compelling quality. 

4. Connotation of quality. 

5. Freedom from undesirable 
connotations. 

6. Suggestion as to what the 
product will do or what it is to be 
used for. 


a Whether the 637 names studied 
contributed materially to the sales 
appeal of the product, detracted 


-|from the sales appeal, or were 


neither a help or hindrance was 
determined by setting them against 
the six basic characteristics. 

The six characteristics, in turn, 


were derived from the results of 
almost 5,000 interviews conducted 
by the company to test proposed 
new brand names. 

Names which did not appear to 
be “acceptable” to respondents 
were analyzed to determine why 
they were not acceptable. Accept- 
able names were analyzed in a 
similar manner. The six character- 
istics were an outgrowth of this 
analysis. 

The report lists four methods 
which have been most commonly 
used to select brand names. They 
are: 

1. Selection arbitrarily, by guess- 
work, or at a round-table con- 
ference. 

2. Adoption of a name without 
any connotation (such as Kodak) 
and establishment of it through 
advertising. 

3. Adaptation of a well-known 
name to a new product (such as 
Ronsonol lighter fluid). 

4. Development of a name 
through market analysis and con- 
trolled testing. 


s As might be expected, the Mc- 
Murry organization reports that 
the majority of the brand names 
which contribute to sales appeal 
are a result of market analysis and 
controlled testing. 

Of the 12% or 72 names which 
were found to have a high sales 
appeal (by measuring them against 
the six characteristics), 46 used 
method number four in the origi- 
nal selection. Twenty-four used 
the third method of adapting pre- 
viously successful company names, 
and only six were selected by 
chance. 


Baillie Joins SSC&B 


Lloyd W. Baillie, former vice- 
president and director of J. Wal- 
ter Thompson Co., New York, has 
joined Sullivan, Stauffer, Col- 
well & Bayles, New York, in the 
same capacity. He will concentrate 
on products in the grocery store 
field. Mr. Baillie joined JWT in 
1919. 


Calvert Names Terry 


Walter F. Terry, who joined Cal- 
vert Distillers Corp., New York, 
in December, 1948, as assistant 
general sales manager, has been 
appointed assistant vice-president 
of the company. 


Memphis Agency Moves 

Lake-Spiro-Shurman, Memphis, 
has moved its: offices from the 
Sterick building to the Radio Cen- 
ter building. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
Period ending December 31, 1948) 


Is “mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


Tice nes es Cae or 


3,031,838 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


If these facts intrigue you, 
drop a “collect” wire for 
full details to: 

Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 

1 Park Avenue 


New York City 


James Riddell, general manager of WXYZ and WXYZ-TV, Detroit 
has been discharged from Grace Hospital after a week’s stay for observa- 
tion. . . Frank Jobson, v.p. of Conover-Mast, New York, is a pretty 
game fellow. Just six months after an injury (auto accident) on a 
hunting trip, he’s off to Alaska to hunt Kodiac bear. . . 

William T. Faricy, president of the Association of American Railroads, 
sponsor of the “Railroad Hour” on American Broadcasting Co., received 
the Silver Mike award “for consistent excellence of performance and 
public service to radio listeners” from Edward Bobley, editor of Radio 
Best, on the April 25 broadcast. .. Harry Bruno, head of H. A. Bruno 
& Associates, New York public relations counsel, sailed for Europe 
April 26, accompanied by Mrs. Bruno. They will visit France, England 
and Scotland. . . 

The Columbus, O., Better Business Bureau’s board of trustees has a 
new chairman with the election of Lewis B. Hill, ad director of the 
Columbus Dispatch. . . The Publicity Club of Los Angeles has begun 
publication of a monthly bulletin called “Tie-In,” edited by Bob Hare, 
of Carnation Co. Featured article in the first issue, dated April, was 
“Plant Your Pictures in TV,” by Mark Finley, public relations director 
of Mutual-Don Lee... 

John Orr Young, former president of Young & Rubicam, New York, 
was given a surprise party on April 27 by 11 of his fellow commuters 
on a New Haven train between Westport, Conn., and New York, to 
celebrate the publication of his book, “Adventures in Advertising,” by 
Harper & Bros. The party was held on the train because that is where 
Mr. Young wrote, edited and rewrote the book. . . 
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UPHOLDS TRADITION—It looks as though another art director is developing in 

the Gerard family. Miss Tempe Gerard, 11, won first prize in the nine to 11 age 

group at the New York Art Directors Club’s second annual children’s exhibition 

held in New York. She is pictured with her father, Sanford E. Gerard, art director 
of Lennen & Mitchell. 


James S. Cawley, sales representative of Factory Management & 
Maintenance, a McGraw-Hill publication, illustrates, in a picture lay- 
out in the May issue of Science Illustrated, how to save drowning vic- 
tims by using a new paddle board developed by the American Red Cross 
and U.S. lifeguards. Jim was recently voted industrial space salesman 
of the year by the New York Industrial Advertisers Association. . . 

Les Johnson, general manager of WHBF and WHBF-FM, Rock Island, 
Ill., has the new title, Grandpa, conferred on him by his first grandchild, 
Steven Garner Ray, born in Chicago April 24 to Les’ daughter, Mrs. 
Roger E. Ray ... Arthur E. Paterson Jr., director of public affairs at 
WHLI and WHLI-FM, Hempstead, L.I., is the father of Pamela Eliza- 
beth, born April 11. The baby’s mother is Betty Paterson, former Teen- 
Age editor of the Nassau Daily Review Star, Rockville Centre. . . 

A new Chicago radio baby is Margaret Mykland, born April 26 to 
Gunnar Mykland, of the WBBM sales dept., and Mrs. Mykland. . . Phil 
Alampi, farm news editor of WJZ, New York, welcomed his second son 
on April 11. . . Bernard Howard, sales account executive of Forjoe & 
Co., New York, is the proud father of a baby girl, Ellen Margaret, anc 
Robert Patt, sales promotion manager of WCBS, New York, welcomed « 
daughter, Christy, on April 8... 

Hugh B. Terry, v.p. and general manager of KLZ, Denver, and his 
wife left April 30 for a flight to Paris for a meeting of a radio progran 
sub-commission of UNESCO, on May 3. Mr. Terry was chosen by th: 
State Department as the official American representative. . . 

Frank Lederle, western manager of Haire Publishing Co. in Chicag¢ 
and Mrs. Lederle celebrated their 25th wedding anniversary at thei’ 
home in Wilmette, Ill., April 30. . . Roger Wensley, president of G. M 
Basford Co., leading New York industrial advertising agency, will com 
plete twenty-five years in this job next year. During his presidency th: 
agency has grown from a personnel of five to over 100... 

Max Pauli, manager of McCann-Erickson’s branch office in Frankfur' 
Germany, flew back to Germany April 27 following a five weeks’ sta) 
in the United States . . . Edwin Severson, advertising and publicit; 
director of Strawbridge & Clothier, Philadelphia, heads the publi 
relations and sales promotion committee of the Domestic Commerc: 
Bureau in Philadelphia. Samuel J. Cohen, of Lit Brothers, was name 
associate chairman... 

Vacationing for a month at Sea Island, Ga., is Walter Craig, v.p. iv 
charge of radio and television, Benton & Bowles, New York . . 
H. Lyman Hart, president of Hart-Conway Co., Rochester agency, i 
celebrating the 25th anniversary of his company . . . Kenneth Griffith 
of McCann-Erickson, New York, is mighty proud of the bowling tean 
he captains. McCann-Erickson won the 1948-1949 championship of th: 
Advertising Agencies Bowling League which has just been concluded . . 

John Sudarsky, v.p. and business manager of the Hartford Courant 
and Mrs. Sudarsky left New York April 25 aboard the Nieuw Amster- 
dam, headed for a vacation in Europe. They will be gone six weeks . . 
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NEW Subscription Order Form... 


¥ Advertising Age for 


Please enter immediately my subscription to 


Le C] One Year at $3.00 [] Two Years at $5.00 () Three Years at $6.00 
(] Payment enclosed [] Bill me later [7] Bill my firm 


Name Title 
sa Firm 

ail i 

City Zone___State__ 


ADVERTISING AGE 


: AS 
pertiser yaaa 
om First 
f 1949 


These advertisers recognize the importance of 
selling directly to men in male interest magazines 
that men read virtually cover-to-cover. 


Your advertising in Dell Men’s Group — Inside 
Detective and Front Page Detective—can reach 
2,000,000 such men — above-average prospects and 
above-average readers— at a cost surprisingly low. 


DELL MEN'S GROUP 


INSIDE DETECTIVE @ FRONT PAGE DETECTIVE 


THE DIRECT MALE MARKET 


They dunnit! 
That’s who! 
Leading national 


advertisers have 
successfully solved the 
mystery of how to tie up 
the men’s market. 


To name just a few:* 


L. L. BEAN 
BOND-WINCHESTER 
BOTANY MILLS 

PAUL BUNYAN 

CALVERT DISTILLING CO. 
DAVID COOK SPORTING GOODS 
EDGEWORTH TOBACCO 
EVEREADY 

EVINRUDE 

GILLETTE 

GLOVER’S 

HALIK COMPANY 

HELIN TACKLE COMPANY 
JAMISON BAIT & TACKLE 
JOHNSON OUTBOARDS 
LIONEL CORP. 

MILLSITE TACKLE CO. 

PM WHISKEY 

PFLUEGER REELS 
PRESTONE 

SOUTH BEND BAITS 
TUMS 

VASELINE HAIR TONIC 
WARNER BROS. (“ROPE”) 
WESTERN AUTO STORES 
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Report Says 88% 
of Brand Names 
Lack Sales Pull 


Cuicaco—In a study of 637 
brand names, 36% were found to 
be more or less detrimental to sales 
appeal, 52% were found to con- 
tribute nothing to the sales appeal 
of the product, and only 12% were 
found to contribute materially. 

Results of the study, completed 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, inc., 10 E. 38 St., N. Y. C. 


by William J. Archer Jr. of Robert 
N. McMurry & Co., management 
consultant and market analyst 
firm, are contained in a 16-page 
summary which has been released 
to the company’s clients. 

The degree of sales appeal pos- 
sessed by a brand name, according 
to the report, depends upon the 
following six basic characteristics: 

1. Easy to read and pronounce. 

2. Easy to remember. 

3. Attention compelling quality. 

4. Connotation of quality. 

5. Freedom from undesirable 
connotations. 

6. Suggestion as to what the 
product will do or what it is to be 
used for. 


a Whether the 637 names studied 
contributed materially to the sales 
appeal of the product, detracted 
from the sales appeal, or were 
neither a help or hindrance was 
determined by setting them against 
the six basic characteristics. 

The six characteristics, in turn, 


were derived from the results of 
almost 5,000 interviews conducted 
by the company to test proposed 
new brand names. 

Names which did not appear to 
be “acceptable” to respondents 
were analyzed to determine why 
they were not acceptable. Accept- 
able names were analyzed in a 
similar manner. The six character- 
istics were an outgrowth of this 
analysis. 

The report lists four methods 
which have been most commonly 
used to select brand names. They 
are: 

1. Selection arbitrarily, by guess- 
work, or at a round-table con- 
ference. 

2. Adoption of a name without 
any connotation (such as Kodak) 
and establishment of it through 
advertising. 

3. Adaptation of a well-known 
name to a new product (such as 
Ronsonol lighter fluid). 

4. Development of a name 
through market analysis and con- 
trolled testing. 


s As might be expected, the Mc- 
Murry organization reports that 
the majority of the brand names 
which contribute to sales appeal 
are a result of m; * ~ eo 
controlled testing 
Of the 12% o1 
were found to I 
appeal (by meast 
the six characte 
method number 
nal selection. T 
the third method 
viously successfu 


James Riddell, general manager of WXYZ and WXYZ-TV, Detroit 
has been discharged from Grace Hospital after a week’s stay for observa- 
tion. . . Frank Jobson, v.p. of Conover-Mast, New York, is a pretty 
game fellow. Just six months after an injury (auto accident) on a 
hunting trip, he’s off to Alaska to hunt Kodiac bear. . . 

William T. Faricy, president of the Association of American Railroads, 
sponsor of the “Railroad Hour” on American Broadcasting Co., received 
the Silver Mike award “for consistent excellence of performance and 
public service to radio listeners” from Edward Bobley, editor of Radio 
Best, on the April 25 broadcast. .. Harry Bruno, head of H. A. Brun 
& Associates, New York public relations counsel, sailed for Europe 
April 26, accompanied by Mrs. Bruno. They will visit France, England 
and Scotland. . . 

The Columbus, O., Better Business Bureau’s board of trustees has a 
new chairman with the election of Lewis B. Hill, ad director of the 
Columbus Dispatch. .. The Publicity Club of Los Angeles has begun 
publication of a monthly bulletin called “Tie-In,” edited by Bob Hare, 
of Carnation Co. Featured article in the first issue, dated April, was 
“Plant Your Pictures in TV,” by Mark Finley, public relations director 
of Mutual-Don Lee... 

John Orr Young, former president of Young & Rubicam, New York, 
was given a surprise party on April 27 by 11 of his fellow commuters 
on a New Haven train between Westport, Conn., and New York, to 
celebrate the publication of his book, “Adventures in Advertising,” by 
Harper & Bros. The party was held on the train because that is where 
Mr. Young wrote, edited and rewrote the book. . . 
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Baillie Joins SS¢ 


Lloyd W. Bail 
president and di! 
ter Thompson Co 
joined Sullivan, 
well & Bayles, N 
same capacity. Hi 
on products in t 
field. Mr. Baillie 
1919. 


Calvert Names 


Walter F. Terry 
vert Distillers Curp., inwew york, 
in December, 1948, as assistant 
general sales manager, has been 
appointed assistant vice-president 
of the company. 


Memphis Agency Moves 

Lake-Spiro-Shurman, Memphis, 
has moved its’ offices from the 
Sterick building to the Radio Cen- 
ter building. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
Period ending December 31, 1948) 


Is “mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


seg Nea a Smal 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


full details to: 


1 Park Avenue 
New York City 


3,031,838 


If these facts intrigue you, 
: drop a “collect” wire for 


LEGIO 


-. |) MSSasing 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 
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- . ae eee www se see univer Charen s exnipiTion 
held in New York. She is pictured with her father, Sanford E. Gerard, art director 
of Lennen & Mitchell. 


James S. Cawley, sales representative of Factory Management & 
Maintenance, a McGraw-Hill publication, illustrates, in a picture lay- 
out in the May issue of Science Illustrated, how to save drowning vic- 
tims by using a new paddle board developed by the American Red Cross 
and U.S. lifeguards. Jim was recently voted industrial space salesman 
of the year by the New York Industrial Advertisers Association. . . 

Les Johnson, general manager of WHBF and WHBF-FM, Rock Island, 
Ill., has the new title, Grandpa, conferred on him by his first grandchild, 
Steven Garner Ray, born in Chicago April 24 to Les’ daughter, Mrs. 
Roger E. Ray ... Arthur E. Paterson Jr., director of public affairs at 
WHLI and WHLI-FM, Hempstead, L.I., is the father of Pamela Eliza- 
beth, born April 11. The baby’s mother is Betty Paterson, former Teen- 
Age editor of the Nassau Daily Review Star, Rockville Centre. . . 

A new Chicago radio baby is Margaret Mykland, born April 26 to 
Gunnar Mykland, of the WBBM sales dept., and Mrs. Mykland. . . Phil 
Alampi, farm news editor of WJZ, New York, welcomed his second son 
on April 11. . . Bernard Howard, sales account executive of Forjoe & 
Co., New York, is the proud father of a baby girl, Ellen Margaret, anc 
Robert Patt, sales promotion manager of WCBS, New York, welcomed « 
daughter, Christy, on April 8. . . 

Hugh B. Terry, v.p. and general manager of KLZ, Denver, and his 
wife left April 30 for a flight to Paris for a meeting of a radio progran 
sub-commission of UNESCO, on May 3. Mr. Terry was chosen by the 
State Department as the official American representative. . . 

Frank Lederle, western manager of Haire Publishing Co. in Chicag« 
and Mrs. Lederle celebrated their 25th wedding anniversary at thei! 
home in Wilmette, Ill., April 30. . . Roger Wensley, president of G. M 
Basford Co., leading New York industrial advertising agency, will com 
plete twenty-five years in this job next year. During his presidency th 
agency has grown from a personnel of five to over 100... 

Max Pauli, manager of McCann-Erickson’s branch office in Frankfur' 
Germany, flew back to Germany April 27 following a five weeks’ sta) 
in the United States . . . Edwin Severson, advertising and publicit; 
director of Strawbridge & Clothier, Philadelphia, heads the publi: 
relations and sales promotion committee of the Domestic Commerc: 
Bureau in Philadelphia. Samuel J. Cohen, of Lit Brothers, was name 
associate chairman .. . 

Vacationing for a month at Sea Island, Ga., is Walter Craig, v.p. i 
charge of radio and television, Benton & Bowles, New York . . 
H. Lyman Hart, president of Hart-Conway Co., Rochester agency, i 
celebrating the 25th anniversary of his company . . . Kenneth Griffith 
of McCann-Erickson, New York, is mighty proud of the bowling tear 
he captains. McCann-Erickson won the 1948-1949 championship of th 
Advertising Agencies Bowling League which has just been concluded . . 

John Sudarsky, v.p. and business manager of the Hartford Courani 
and Mrs. Sudarsky left New York April 25 aboard the Nieuw Amster 
dam, headed for a vacation in Europe. They will be gone six weeks . . 
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They dunnit! 
That’s who! 
Leading national 
advertisers have 
successfully solved the 
mystery of how to tie up 7 
the men’s market. : 


To name just a few:* 


L. L. BEAN 
BOND-WINCHESTER 

BOTANY MILLS 

PAUL BUNYAN 

CALVERT DISTILLING CO. 

DAVID COOK SPORTING GOODS 
EDGEWORTH TOBACCO 
EVEREADY 

EVINRUDE 

GILLETTE 

GLOVER’S 

HALIK COMPANY 

HELIN TACKLE COMPANY 
JAMISON BAIT & TACKLE 
JOHNSON OUTBOARDS 
LIONEL CORP. 

MILLSITE TACKLE CO. 
PM WHISKEY 

PFLUEGER REELS 
PRESTONE 

SOUTH BEND BAITS 
TUMS 

VASELINE HAIR TONIC 
WARNER BROS. (“ROPE”) 
WESTERN AUTO STORES 


These advertisers recognize the importance of 
selling directly to men in male interest magazines 
that men read virtually cover-to-cover. 


Your advertising in Dell Men’s Group — Inside 
Detective and Front Page Detective—can reach 
2,000,000 such men — above-average prospects and 
above-average readers— at a cost surprisingly low. 


DELL MEN'S GROUP 


INSIDE DETECTIVE @ FRONT PAGE DETECTIVE 


THE DIRECT MALE MARKET 
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Plugs New Portable Radio 

Emeérson Radio & Phonograph 
Corp., New York, last week 
launched a campaign for a new 
portable radio, using large space 
factory ads plus dealer tie-in ads 
in 48 cities. Grady & Wagner Co., 
New York, is the agency. Foote, 
Cone & Belding will handle Emer- 
son’s summer campaign scheduled 
for July. 


WBT Promotes Two 

Ken Tredwell, formerly assistant 
program director of WBT, Char- 
lotte, has been named program di- 
rector of WBT and its sister FM 
station. Wally Jorgenson of the 
sales department has been pro- 
moted to local sales manager of 
the stations. 


Scott Opens Branch Oftice 

Duncan A. Scott & Co., advertis- 
ing representative, has opened a 
Pacific Northwest branch office at 
830 Securities building, Seattle. 
Richard E. Goebel, formerly man- 
ager of KOOL, Phoenix, and KLAS, 
Las Vegas, Nev., has been named 
vice-president and manager of the 
office. 


Hartshorn Adds Booth 


Donald E. Booth, formerly in 
the advertising department of De- 
voe & Raynolds Co., New York, 
and Devereux Advertising Agency, 
Utica, has joined the advertising 
department of Stewart Hartshorn 
Co., New York, manufacturer of 
shades, shade cloth, spring rollers 
and coated fabrics. 


EASY CHART 
SIZE 8 x 10 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


$1.10 Per Subject 


PHOTO-MATIC CO. 2375 "isha $3222, 


General Mills Man 
Leads Cow Pickers 


Fort ATKINSON, Wis.—L. P. Em- 
merick of General Mills, Detroit, 
emerged as the champion cow 
judger in Hoard’s Dairyman’s 1949 
bovine beauty contest for admen, 
scoring 492 out of a possible 500, 
on five groups of cows. 

P. J. Smith, Babson Bros. Co., 
Chicago, walked off with second 
place honors with a 488 score, and 
C. F. Burke, General Tire & Rub- 
ber Co., Akron, wound up tied for 
third place with Earl H. Hanson, 
Ralston Purina Co., St. Louis. 
Their scores were 478. 

Fourth place winners were Les- 
ter O. Mehlberg, Funk Bros. Seed 
Co., Bloomington, and H. Earl 
Close, Comstock Duffes Co., Buf- 
falo, N. Y., with 476 points each. 
James P. McCloskey, Harley Da- 
vidson Motor Co., Milwaukee, 
turned in a 474 point selection for 
fifth place. 

Z Mr. Emmerick and Mr. Hanson 


have displayed their prowess at 
the tender art in previous years, 
both winning place mentions in 
past contests. Mr. Smith had won 
an honorable mention previously, 
but the remainder of the elite 
group were newcomers to the big 
leagues in Hoard’s Dairyman’s an- 
nual contest. 


Ashby Appoints Carlow 


Kenneth J. Carlow has joined 
Ashby, Inc., Erie, Pa., agency. He 
will act as public relations con- 
sultant for industrial and consumer 
accounts and will supervise field 
research in product and market 
studies. 


Daily Advances Blumberg 


Raoul Blumberg, promotion 
manager of the Washington Post 
since 1937, also has been named to 
the newly created post of public 
relations director. 


Booraem Joins McCann 
Hendrik Booraem has joined 

McCann-Erickson, New York, as 

executive radio producer. 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


ow do you judge 


a business paper? Do you like to review the 


verdicts of other advertisers before you make your decision? 


Then weigh this evidence carefully: 


Every year for the past 11 years, advertisers have spent more money 


N | ff 


in Retailing Daily than they have in the next nine 
home furnishings business papers combined ! 
Why? Simply because, year after year, they’ve had 
proof that it pays. 


THAT'S WHY RETAILING DAILY 
DESERVES THE NO. 1 SPOT ON YOUR LisTi 


Nous more han every...fece ee Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION © 7 EAST 12 STREET NEW YORK 3. WN. Y. 


Advertising Age, May 16, 1949 


Magazine Failures 
Increasing, Says 
Dun & Bradstreet 


New YorK—There were oth» 
indications that business was get- 
ting back to normal last week. 

Dun & Bradstreet, in an excli- 
sive recapitulation for ApDVERTISIDy 
AGE, pointed out that failures iy 
the magazine publishing and print- 
ing business are moving back t 
prewar levels. 

In 1948, there were 11 failure; 
in this field for a total loss of 
$884,000. 

In contrast, in 1947 there were 
four for $97,000; in 1946, two fo 
$8,000; and in 1945, one for $39.- 
000. 

Thus far in 1949, there has been 
one for $25,000. 

In 1941, there were 14 for $664.- 
000. In 1940, when D&B still com- 
bined newspapers and magazines, 
there were 31 for $723,000. 

The company pointed out that 
these figures report only thos« 
cases in which there is a court pro- 
ceeding or voluntary petition in 
bankruptcy. This does not include 
those cases of discontinuance in 
which creditors are paid—and this 
represents the vast majority of 
business “failures.” 


Krawit Elected President 
of Peck Advertising 


Harry Krawit has been elected 
president of Peck 
Advertising, New 
York. Mr. Kra- 
wit, who was for- 
merly vice-pres- 
ident and sec- 
retary of the 
agency, becomes 
the successor of 
Harry Peck, who 
has been ad- 
vanced to chair- 
man of the board 
of directors. 

The new pres- 
ident of the agency has served 


Harry Krawit 


with it for three decades, eve! 
since its establishment by Mr 
Peck. 


Chernow Names Travis 


William Travis has been ap- 
pointed radio and television di- 
rector of Chernow Co., New York 
He previously was vice-president 
in charge of radio and television 
for LeLand K. Howe Associates 
and before that general manager 
of WMLO, Milwaukee. 


( Advertisement) 


New National Lead V.P. 


i vps. oe pis os 
* # 


Walter 


P. Carroll, a 
manager of both the metal departme:!' 
and Chicago branch of National Le: ¢ 
Co., has been elected a vice-preside! ' 
Mr. Carroll is a regular reader of T! « 


director a! 


Wall Street Journal. So are 23,5" 
other vice-presidents in this dai) 
audience of 223,641 business men. 
influential, able-to-buy people are in’- 
portant to you, advertise to them 
The Wall Street Journal. You'll g" 
more for your advertising dollars. 
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= One of the more amusing things about running the big- 
in ° e ° al 
4 this gest farm magazine on earth is the questions people keep 
ty of asking us. Perhaps it’s because we're so big — that they 
get so worried about who our readers are. ai 
| Y 4 
For instance, recently some folks started brooding about \\ ‘ E 
the number of our subscriptions that go out in a woman's Sy [- (= 
ected name. . 
Just shows how city folks don’t yet quite understand PPro — 
| country folks. Why, more than two years ago a Minne- _ i = i fjece 
= 2 sota College professor figured out that a cooperative , HOBBS, NEW MEXICO—"'I assure you I 
farmer’s wife was worth $69,000 to her husband in caitlin sii iii elie pone os 1 ny — yuo tent | was born ee 
% wm ss 5 : —""Jus cause ldon’ and raised ona acre farm in south- ? 
actual cash. (Ever figure out what your wife is worth?) (am @2 Gath on & teem, fo et ane cas Satin, Wats eh ees aete 
And all the studies show that more of them help manage reason why you should tell me what | my favorite magazine. As my husband 
the family money and are partners in their husbands’ ~— not 7 For Ls iggy sot and | — to -— oo again in the 
Papi "tes we do own a farm and live on four near future, we feel we must keep 
business than any other group of wives. potas Mrs. E. D. iit ob aww tees atid Ge bead ere 
wit However, we can reassure all those who fear that an is to read Farm Journal.” Mrs. O. W. M. 
arved appreciable number of ladies are ordering Farm Journal 
evel in the mistaken belief that it is Godey’s Ladies’ Book. As 
Mr ’ i 
always in the case of doubtful non-R.D. subscriptions, 
our indefatigable Mr. Wilson is on the job. 
i We’ve pulled another random sample of replies from the 
1 di- women who've passed his tough little entrance exam, 
ne which we’ve previously described. (10% flunked.) This 
ision is what we find: 
lates - 
lager Self or husband owns or operates a farm 35% 
=a Will own a farm shortly 33% JULIA, TEXAS—-""We raised 8 children 
Raised on a farm .. . and family member owns ee on the farm. | took Farm Journal for two 
y WARREN, MASSACHUSETTS —"' Dear » iene Eeonienees A aie ie ; 
, or operates 22% Mr. Wilson: Appreciate your interest in ~ seen nade . pp it for So ae 
P. . . leve your work. However we made no mistake oe Se ; . 
Son in Agricultural College 6% L 2 advice they get from it. They all belong 
” ; ) 5 in our own choice. We have two boys jn OA ier tates & “ all 
“ Just likes it 4% (veterans) who ownand operate afarm.”’ > roe ay ey oe ne 


Anyway, when ladies like these get fighting mad (poor 
Charlie Wilson!) we do what any man would: we humor 
them. The funny part is that it is not our tractor or im- 
plement advertisers who get hared up. They know what 
Farm Journal’s 2,700,000 families do for them in sales. It 
is the advertisers with products that sell to men, women 
and children everywhere who are being overly cautious. 


No, when women like ours love us for what we've got 
for them, we can’t see why they shouldn’t have it just 
because they’re women. 


With suffrage a fact for 28 years, we’re feeling very 
gallant these days. Our hat —and our subscription 
limit — is off to gals like these. How about yours? 


More than 2,700,000 good families like to read ads in 


Faun Jownal 


GREATEST SELLING FORCE IN AMERICA’S GREATEST MARKET 


Mrs. A. J. B. 


WICHITA, KANSAS— "I have owned and 
operated anywhere from 100 to 2000 
acres of farmland most of my lifetime. 
Also | am Public Affairs Chairman for 
B.P.W. and one of our national projects 
is soil and farm conservation. | consider 
Farm Journal the outstanding farm pub- 
lication in America. Now that I’ve told 
you how much I think of it, may | please 
be considered a bona fide subscriber?”’ 

Mrs. D. L. 


this spring and has won several prizes 
on his livestock.” Mrs. T. B. M. 


RENSFORD, WEST VIRGINIA—"'l am very 
disgusted with your letter for although 
I live in a coal mining town, you don't 
think a miner’s wages will pay his rent, 
coal bill and electric, buy clothes for all 
the family, then buy everything to eat, 
do you? Of course we own a farm!!!” 

Mrs. H. A. 
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‘Sun-Times’ Offers 
$100,000 for Clues 
to Unsolved Murders 


Cutcaco—A major editorial and 
civic promotion, involving $100,000 
in cash for information leading to 
solution of 20 unsolved local mur- 
ders, was launched by the Chicago 
Sun-Times last week, following a 
ten-day teaser campaign. 

Twenty-four sheets, three-sheets 
and wagon posters, as well as a 
barrage of radio spot announce- 
ments, were used to back up the 
operation, which provides $5,000 
for those who supply information, 
resulting in a conviction, about 20 


murders since 1938 which have 
not been solved. 

The 20 murders are being re- 
viewed in the Sun-Times, which 
has set up a simple code procedure 
which enables correspondents to 
send in their information anony- 
mously and subsequently to prove 
that they sent it in, after the terms 
of the award are met. Those who 
supply information are guaranteed 
against any possibility of publicity. 


Appoints Heywood 

Charles E. Heywood, formerly 
with the Chance Vought division 
of United Aircraft Corp., has been 
appointed service engineer of Elas- 
tic Stop Nut Corp. of America, 
Union, N. J. 


from 
The FACT 
EMS gt, coco ae 
Fred Jones Sao ae Ce 8 vaae 


Tulsa, Okla. 


CALL FORJOE 


International Ad Convention 
Set for Oct. 6 in New York 


The first international advertis- 
ing convention since 1939 will be 
held on Oct- 6 at the Biltmore 
Hotel, New York, under sponsor- 
ship of the Export Advertising 
Association. 

Paul R. Kruming, convention 
chairman and president of National 
Export Advertising Service, New 
York, said the meeting will ke 
devoted to working problems such 
as how to determine overseas ad- 
vertising budgets for 1950, eval- 
uation of media, point of sale and 
dealer aids. 


SAAA Adds Box Agency 


Steven A. Box Advertising 
Agency, Albuquerque, N. M., has 
been elected to membership in 
the Southwestern Association of 
Advertising Agencies. 


To Gordon & Mottern 


S. A. Schonbrunn & Co., New 
York, has appointed Gordon & 
Mottern, New York, to handle ad- 
vertising for Medaglia D’Oro cof- 
fee. 


Soft Newsstand Sale 
of Magazines Shows 
in S-M News Recap 


New YorK—tThe soft newsstand 
market for magazines last fall is re- 
vealed in “S-M News Box Score,” 
issued last week. This recapitula- 
tion, which covers the last six 
months of 1948 compared with the 
last six months of 1947, shows that 
of the first 11 magazines in news- 
stand sales only one, True Story, 
showed a gain in 1948’s last half 
compared to 1947. 

The newsstand leaders, Life, 
Ladies’ Home Journal, The Sat- 
urday Evening Post, True Confes- 
sion, Woman’s Home Companion 
and McCall’s, all showed losses, 
ranging from 373,242 (14.7%) for 
Life, 218,375 (15.4%) for Look, 
and 204,948 (12.3%) for McCall’s 
to 16,339 (1.1%) for Woman’s 
Home Companion. 

True Story, seventh in news- 
stand sales, showed a gain of 151,- 


~TIMULATE SALES 


 NALYZE COMPETITION 


- EALIZE NEW BUSINESS 


REGISTER an 


you accurate facts 


Companies, the Agencies, and the 
People responsible for 95% of 
all national advertising in the 


United States! 


Think of it — cross-indexed and 
ready for instant reference, are 
13,500 Companies with 50,000 
Executives listed by title, the 
advertising agency handling the 
account, 12,000 brand names, 47 
product groups subdivided into 


NATIONAL suet: PUBLISHING CO., INC. 


330 WEST 42ND STREET 
NEW YORK 18, N. Y. 


You'll find the new 1949 
STANDARD ADVERTISING 
indispensable 
right arm in all your sales and 
advertising planning —- because 
this one book with its cumula- 
tive monthly supplement, gives 


about the 


82 classifications. Here, between 
two covers, is all the basic infor- 
mation you need to analyze your 
competition or sell the Advertiser 
or Agency by person or mail. 


Write for colored 
illustrated booklet 
giving full informa- 
tion about the 
STANDARD ADVER- 
be pw REGISTER 

and Supplementary 
Services. It's yours 
asking. 


333 N. MICHIGAN AVENUE for the 
CHICAGO 1, ILL. 


Register Lists 
© The Advertiser, Address, 
Capitalization 


© Products with Trade 
Nomes 

© Corporate Executives 

© Advertising Manager 

© Sales Manager 

© Printing Buyer 

© Advertising Agency 
Handling Account 

© Account Executive 

© Advertising Media 
Used 

© Advertising 
Appropriations 

e Character, Extent 

of Distribution 


vertising agencies with 

on their recogni- 
tien, personnel, and 
over 30,000 clients. 
Issued three times a 
[ree-Se AGENCY LIST 
s port of STANDARD’S 

ete service or may 
be purchased sepa- 
rately. 


ee 


Advertising Age, May 16, 1949 


101, or 12.3%. Better Homes & 
Gardens virtually held even, with 
a loss of 7,276 (0.6%); Modern Ro- 
mances and Modern Screen, 12th 
and 13th in newsstand positicn, 
both showed gains—13.8% for 
Romances, 10.3% for Screen. 


w Sizable newsstand losses weve 
sustained by American Home 
which dropped 243,701 (24%), 
Cosmopolitan 124,280 (14.1%), 
Colliers’, 121,089 (13.2%), Ladics 
Home Journal 140,404 (6.5%), and 
Movieland, 163,492 (36.8%). 
Biggest gain in the standard 
magazine field was by Argosy, 
which picked up 225,715 or 73%; 
Today’s Woman gained 111,328 or 
16%; Radio & Television Mirror 
gained 133,643 (37.3%); Popular 
Science gained 120,851 or 22.6%; 
Mademoiselle gained 95,440 or 
42.1%; House Beautiful gained 
48,690 or 23.3%; and Harper’s Ba- 
zaar gained 38,712 or 43.5%. 
One result of the S-M recap 
came quickly. Argosy hastened to 
point out that in the first six 
months of 1948 it gained 208,222 


|copies over a similar period of 


1947, or 82.1%. 


Local Control Developed 
for Color Photography 


A technique for controlling color 
in local areas of carbro-type prints 
has been developed by Frank Mil- 
ler Laboratories, Hollywood, which 
has been producing Chromart 
prints, processed especially for 
platemaking purposes, for adver- 
tisers throughout the country. 

The new “local control” system 
is photographic and is said to pre- 
serve all the texture of the ori- 
ginal, without leaving edges, color 
fringes or other tell-tale effects. 
It gives art directors another rea- 
son for preferring to work from 
a color print rather than from a 
transparency, according to Miller. 


Brown to ‘Grocer's Digest 


Kenneth E. Brown, formerly with 
Gage Brothers Co. and George F. 
Florey, Inc., has been appointed 
advertising manager of Grocer’s 
Digest, Chicago. 


Drops Kuljian Account 

Harris D- McKinney Organiza- 
tion, Philadelphia, has resigned the 
account of Kuljian Corp., engineer 
and constructor. 


So-Rite Appoints Seidel 

So-Rite Fashions, New York, 
has appointed Seidel Advertising, 
New York, to handle its adver- 
tising. 


..- lots of Admen 
TAKE THE SHORT CUT 


. «+ to getting stock photos with real 
illustrative quality . . . that fit tv 
need as well as costly posed shi ts 

. and at a saving of time, cost a id 
temper! Put yourself “in the kno : 
get our current stock photo catak g. 


Send $1.00 or a company order 


| 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Cv. 


DEPT. AAS, 425 S$. WABASH AVE., CHICAGO 
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During the year 1948, U.S.NEws & WORLD REPORT 
received a larger number of subscriptions “by mail 
direct to publisher”* than was received by all three 
of the following magazines combined: Fortune ... 


Business Week ... Nation’s Business. 


By all odds, the most voluntary method of securing sub- 


scriptions is “by mail direct to publisher.” 


Of even greater significance is the fact that all renewals 
to U.S.NEWS & WORLD REPORT are voluntary—no can- 


vassers or solicitors are employed to obtain renewals. 


Year after year, for fifteen years, from 
80 to 90 per cent of the subscription galleys 
of U.S.News & Worip Report have been built 
and maintained “by mail direct to publisher.” 


*This information is derived from 
the ABC Statements for the year 1948. 


Circulation guarantee 350,000 
Bonus: 25,000 average for the year 1949. 
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During the year 1948, U.S.NEws & WORLD REPORT 
received a larger number of subscriptions “by mail 
direct to publisher”* than was received by all three 
of the following magazines combined: Fortune ... 


Business Week ... Nation’s Business. 


By all odds, the most voluntary method of securing sub- 


scriptions is “by mail direct to publisher.” 


Of even greater significance is the fact that all renewals 
to U.S.NEWS & WORLD REPORT are voluntary—no can- 


vassers or solicitors are employed to obtain renewals. 


Year after year, for fifteen years, from 
80 to 90 per cent of the subscription galleys 
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and maintained “by mail direct to publisher.” 


*This information is derived from 
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TV Steals Show 
at Educational 
Radio Session 


Ohio State Institute 
‘Slipping,’ Kobak Says; 
Asks Revised Outlook 
CoLuMBus, O.—“Television’s 
boom does not mean radio’s doom,” 


Edgar Kobak, consultant and for- 
mer president of Mutual Broad- 


pas 


38 PARK PLACE, NEWARK 2,04 


senvict 


casting System, told the 19th In- 
stitute on Education by Radio here 
last week. 

Mr. Kobak’s talk closed the an- 


nual four-day conference where 
discussion leaders praised the pro- 
gress and potentialities of televi- 
sion and continued optimistic about 
radio, both AM and FM. 

Mr. Kobak attacked the confer- 
ence during his 15-minute address. 
“The Institute is slipping,” he said. 
“Tt’s in a rut and going in circles.” 
(Attendance, according to spon- 
soring Ohio State University of- 
ficials, was 900. Last year it was 
over 1,000.) 


= “Too many persons are here 
selling their own ideas instead of 
working together for solutions... 
Get leaders to talk to leaders... 
Raise the quality of your pro- 
grams,” he said, urging that study 
be devoted to holding the meeting 
elsewhere, to consolidating with 
imilar organizations, changing the 
program approach, etc. 


Television snatched a lion’s 


share of the limelight during the 
general and _ special sessions. 
Awards were made to TV pro- 
ductions for the first time since 
the Institute was founded in 1930. 
Of the 761 programs entered, 127 
received awards both in radio and 
TV. This compares with 89 awards 
made last year, indicating, ac- 
cording to Institute officials, that 
programming has improved. 


s National Broadcasting Company 
led the winners with seven first 
places, three of which were for TV 
shows. The Canadian Broadcasting 
Company was second with four, 
while American Broadcasting Com- 
pany and Columbia Broadcasting 
System took three first places each. 
DuMont won one TV first. 

Mortimer W. Loewi, director of 
the DuMont Television Network, 
said TV is a “motivating force, not 
merely an entertainment medium. 
Yet we are conditioning the pub- 
lic’s mind to accept TV chiefly as 
entertainment.” 


Wayne Coy, chairman of the 


FCC, pin-pointed his belief in TV 
by asserting that in five years it 
will be the dominant medium of 
broadcasting. He added that TV 
will not “squeeze out” FM, which 
he said will grow, but that AM’s 
financial returns “undoubtedly will 
be considerably less.” 

“IT concur in estimates of the 
manufacturing industry,” he said, 
“that five years from tonight, 40 
to 50% of the homes in America 
will have television receivers.” 


es Henry S. White, president of 
World Video, Inc., told the TV pro- 
duction panel that the most im- 
portant single facet of TV is the 
writer. 

“No matter what other value we 
can pack into a program format— 
a good basic idea, name stars, ex- 
pensive sets, painstaking rehearsal 
—none of these will. compensate 
for a weak script,” he said. 

Robert B. Macdougall, director 
of educational activities for radio 
stations WAAT and WATV, New- 
ark, N. J., told the meeting: “Youth 


. 


a 


2. SHRIMP FLEET at Morgan City, La. The 
waters here produce the largest shrimp found any- 
where in the world. Over 44 million pounds were 


processed in Morgan City last year. 


Flourishing 


seafood industries of the Deep South are still another 
reason why WWL.-land is ahead of the national 


average in increased income, increased buying power, 
and general prosperity. 
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WWL PRIMARY DAY-TIME COVERAGE 
591,030 BMB STATION AUDIENCE FAMILIES 


7. ‘‘MADEWOOD”, at Napoleonville, La. 
This beautiful plantation home is one of the 
showplaces of the South. Erected over 100 
years ago by Thomas Pugh near storied Bayou 
Lafourche in southern Louisiana. 


‘acca me, 


} 3 WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


50,000 WATTS 


The greatest selling power 
in the South’s greatest city 


CLEAR CHANNEL 


CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


NEW ORLEANS 


DEPARTMENT OF LOYOLA UNIVERS! 


Advertising Age, May 16, 194: 


discussions on radio can am 
should be commercially sponsored 
for it provides educational op.- 
portunities not otherwise available 
Most schools are coming around t 
the view that commercial spon. 
sorship is not degrading, nor is i 
in any way destructive of true ed- 
ucational values.” 


@ James L. Fly, former FCC chair 
man, expressed much less opti- 
mism over TV than did Mr. Coy 
He advanced the belief that T\ 
will exercise its own great force 
upon the public as a whole bu 
will not displace radio. 

“I do not predict that radio is a 
dying industry. It will continue to 
support TV itself and to live by its 
side,” Mr. Fly said. 

Oscar Katz, director of research 
for CBS, recommended a cautiou: 
approach to predictions on TV and 
pointed to erroneous forecasts 
about radio, which were made 25 
years ago. At that time, he said, au- 
tomobile dealers feared radio 
would cut down on auto use be- 
cause it would keep families at 
home. But the final result was that 
radios were installed in cars. 

“At the time, no one could fore- 
see this relationship between a 
medium of communication and a 
medium of transportation,” he said. 


a Martin Gosch, president of the 
Independent Television Producers 
Association, said television’s fun- 
damental principles presuppose 
one thing if nothing else—that peo- 
ple must stop going out and start 
staying at home. 

“And if we expect the folks to 
stay at home, what kind of varied 
entertainment will keep them 
there?—For, unless they remain 
there long enough to be sold break- 
fast cereals, patent medicines, gas- 
oline and automobiles, the pro- 
gress of television will be seriously, 
if not fatally, impeded,” he said. 

Sterling W. Fisher, manager of 
NBC’s public affairs and educa- 
tion department, told the meeting 
that the network’s first experiment 
in radio-assisted study at home re- 
sulted in the enrollment of more 
than 5,000 listeners from every 
state at the University of Louis- 
ville. 


Barrow Joins Maxon 


Lester G. Barrow, formerly with 
Fuller & Smith & Ross, New York, 
has joined Maxon, Inc., New York, 
as an executive on the Genera! 
Electric electronics department ac- 
count. 


Teacher leads a 
double life 


Teachers lead two active, influential liv: 

. one in the classroom and the othe 
in the community. Their opinions an 
preferences are respected by millions « 
adults as well as school age youngster 
The 752,000 teachers who subscribe to Stat 
Teachers Magazines influence thinking . . 
and buying . . . in communities everywher« 
Get the complete story of America’s mos 
influential market. Write Georgia C. Raw 
son, manager. 


43 MAGAZINES 752,000 SUBSCRIBER 


STATE TEACHERS 
MAGAZINES | 


307 N. MICHIGAN AVE., CHICAGO 1, ILL 
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TV Steals Show 
at Educational 
Radio Session 


Ohio State Institute 
‘Slipping,’ Kobak Says; 
Asks Revised Outlook 
CoL_umBus, 0O.—“Television’s 
boom does not mean radio’s doom,” 


Edgar Kobak, consultant and for- 
mer president of Mutual Broad- 


38 PARK PLACE, NEWARK 2,04 


casting System, told the 19th In- 
stitute on Education by Radio here 
last week. 

Mr. Kobak’s talk closed the an- 
nual four-day conference where 
discussion leaders praised the pro- 
gress and potentialities of televi- 
sion and continued optimistic about 
radio, both AM and FM. 

Mr. Kobak attacked the confer- 
ence during his 15-minute address. 
“The Institute is slipping,” he said. 
“Tt’s in a rut and going in circles.” 
(Attendance, according to spon- 
soring Ohio State University of- 
ficials, was 900. Last year it was 
over 1,000.) 


a “Too many persons are here 
selling their own ideas instead of 
working together for solutions... 
Get leaders to talk to leaders... 
Raise the quality of your pro- 
grams,” he said, urging that study 


| be devoted to holding the meeting 
| elsewhere, 


to consolidating with 
similar organizations, changing the 
program approach, etc. 


Television snatched a lion’s 


share of the limelight during the 
general and _ special sessions. 
Awards were made to TV pro- 
ductions for the first time since 
the Institute was founded in 1930. 
Of the 761 programs entered, 127 
received awards both in radio and 
TV. This compares with 89 awards 
made last year, indicating, ac- 
cording to Institute officials, that 
programming has improved. 


s National Broadcasting Company 
led the winners with seven first 
places, three of which were for TV 
shows. The Canadian Broadcasting 
Company was second with four, 
while American Broadcasting Com- 
pany and Columbia Broadcasting 
System took three first places each. 
DuMont won one TV first. 
Mortimer W. Loewi, director of 
the DuMont Television Network, 
said TV is a “motivating force, not 
merely an entertainment medium. 
Yet we are conditioning the pub- 
lic’s mind to accept TV chiefly as 
entertainment.” 
Wayne Coy, 


chairman of the 


FCC, pin-pointed his belief in TV 
by asserting that in five years it 
will be the dominant medium of 
broadcasting. He added that TV 
will not “squeeze out” FM, which 
he said will grow, but that AM’s 
financial returns “undoubtedly will 
be considerably less.” 

“T concur in estimates of the 
manufacturing industry,” he said, 
“that five years from tonight, 40 
to 50% of the homes in America 
will have television receivers.” 


es Henry S. White, president of 
World Video, Inc., told the TV pro- 
duction panel that the most im- 
portant single facet of TV is the 
writer. 

“No matter what other value we 
can pack into a program format— 
a good basic idea, name stars, ex- 
pensive sets, painstaking rehearsal 
—none of these will. compensate 
for a weak script,” he said. 

Robert B. Macdougall, director 
of educational activities for radio 
stations WAAT and WATV, New- 
ark, N. J., told the meeting: “Youth 


2. SHRIMP FLEET at Morgan City, La. 


waters here produce 
where in the world. 


processed in Morgan City last year. 


The 
the largest shrimp found any- 
Over 4'4 million pounds were 
Flourishing 


seafood industries of the Deep South are still another 
reason why WWL-land is ahead of the national 
average in increased income, increased buying power, 
and general prosperity. 


a 1d 


CCRC. 


WWL PRIMARY DAY-TIME 


mn 


FE cece AOOIE ae 


7. ‘“‘MADEWOOD”, at Napoleonville, La. 
This beautiful plantation home is one of the 
showplaces of the South. Erected over 100 
years ago by Thomas Pugh near storied Bayou 
Lafourche in southern Louisiana. 


591,030 BMB STATION AUDIENCE FAMILIES 


COVERAGE 


asi oe, 


3. WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


in the 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 


South’s greatest city 


CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


Advertising Age, May 16, 194! 


discussions on radio can am 
should be commercially sponsored 
for it provides educational op. 
portunities not otherwise available 
Most schools are coming around t 
the view that commercial spon- 
sorship is not degrading, nor is i 
in any way destructive of true ed- 
ucational values.” 


es James L. Fly, former FCC chair 
man, expressed much less opti- 
mism over TV than did Mr. Coy 
He advanced the belief that T\ 
will exercise its own great forc« 
upon the public as a whole bu 
will not displace radio. 

“I do not predict that radio is a 
dying industry. It will continue to 
support TV itself and to live by its 
side,” Mr. Fly said. 

Oscar Katz, director of research 
for CBS, recommended a cautiou: 
approach to predictions on TV anc 
pointed to erroneous forecasts 
about radio, which were made 25 
years ago. At that time, he said, au- 
tomobile dealers feared radio 
would cut down on auto use be- 
cause it would keep families at 
home. But the final result was that 
radios were installed in cars. 

“At the time, no one could fore- 
see this relationship between a 
medium of communication and a 
medium of transportation,” he said. 


a Martin Gosch, president of the 
Independent Television Producers 
Association, said television’s fun- 
damental principles presuppose 
one thing if nothing else—that peo- 
ple must stop going out and start 
staying at home. 

“And if we expect the folks to 
stay at home, what kind of varied 
entertainment will keep them 
there?—For, unless they remain 
there long enough to be sold break- 
fast cereals, patent medicines, gas- 
oline and automobiles, the pro- 
gress of television will be seriously, 
if not fatally, impeded,” he said. 

Sterling W. Fisher, manager of 
NBC’s public affairs and educa- 
tion department, told the meeting 
that the network’s first experiment 
in radio-assisted study at home re- 
sulted in the enrollment of more 
than 5,000 listeners from every 
state at the University of Louis- 
ville. 


Barrow Joins Maxon 


Lester G. Barrow, formerly with 
Fuller & Smith & Ross, New York, 
has joined Maxon, Inc., New York, 
as an executive on the Genera! 
Electric electronics department ac- 
count. 


Teacher leads a 
double life 


Teachers lead two active, influential liv: 

. one in the classroom and the othe 
in the community. Their opinions an 
preferences are respected by millions « 
adults as well as school age youngster 
The 752,000 teachers who subscribe to Stat 
Teachers Magazines influence thinking . . 
and buying .. . in communities everywher« 
Get the complete story of America’s mos 
influential market. Write Georgia C. Raw 
son, manager. 


43 MAGAZINES 752,000 SUBSCRIBER 


STATE TEACHERS 
— MAGAZINES | 
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»\ THE VOCABULARY OF ADVERTISING ART NUMBER 14 


2 
Fouutatu GSruask There is an interesting little story back of this charming 


al free-hand sketch by Edgar Miller. The artist was experimenting with the fountain brush, a fountain pen using 


special inks and felt writing surfaces that can be cut to any desired shape. He caught his youngest son in the graceful “pose” shown e 


~ here. Some Chicago art directors saw the drawing and commented on its textures and the difficulty of reproducing them in engraving. We 


always like to demonstrate our ability to reproduce unusual or difficult copy .. . especially to art directors . . . so we 


captured the spirit and subtle tone values of Miller's sketch in this highlight halftone. 
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Liquor Salesmen Strike Ends 


A strike of 1,000 members of 
Local 62 A.F.L. Wholesale and Dis- 
tillery Sales Representatives and 
40 companies belonging to the 
Illinois Wholesale Liquor Dealers 
Association has ended with a new 
contract. The new contract pro- 
vides an increase in commissions 
of one-tenth of 1%, but not to 
exceed $20 a month, to salesmen 
who sell $6,000 or more a month. 


‘WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for main com- 
petitive advertising files and de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS hp Fane 


GENERAL 
PAPERS APERS MAGAZINES 


343 So. Dearborn St, Chicago 4 


se 


Toni Introduces 
New Spin Curler 
Home Waving Kit 


Cuicaco—A spread in Life, ads 
in Puck-the Comic Weekly, This 
Week Magazine, Parade and news- 
papers across the country, plus 
Toni’s three network shows, all 
will be used, beginning in June, to 
introduce Toni division’s new Spin 
curler wave kit. 

Advertising will feature a special 
offer of the set of Spin curlers, 
which have teeth on the winding 
rod and an automatic spreading 
action ($2 retail) and a Toni refill 
kit ($1 retail) for a combination 
price of $2.29. 

Counter and window displays 
are being readied for the intro- 
duction, highlighting the new 
package, which employs the fa- 
miliar grey and white stripes in 
a pinwheel pattern, with a picture 
of the Spin curler in bright blue. 

In addition, the kits contain 
instruction sheets that describe the 


company’s new technique for wav- 
ing, said to cut the time required 
in half. The direction sheet also 


shows Toni’s new “time-check 
photo method” for timing the wave. 

Foote, Cone & Belding is the 
agency. 


Bishop Sheil's FM 
Station Makes Debut 


Station WFJL, owned by Lewis 
College of Science & Technology, 
Lockport, Ill., will make its initial 
broadcast May 22. Bishop Sheil, 
senior auxiliary bishop of Chicago, 
is president of the station, which 
will operate on 93.1 megacycles 
from 1 to 10 p.m. daily. Class A 
one-time hourly rate is $80, and 
2nd Class B hourly rate is $54. 

Programming will be based on 
the “Judeo-Christian philosophy of 
life,” and will include musical, 
dramatic, educational, cultural, 
news and sports programs for “lis- 
teners who are tired of the com- 
monplace in their radio fare.” 
Jerry Keefe is general manager 
and Jim Ameche has been named 
program director. Studios, trans- 
mitter and offices are located at 
75 €. Wacker Dr., Chicago. 


Chicago Photo Engravers 
Win $8 Weekly Wage Raise 


Members of the Chicago Photo 
Engravers Union voted last week 
to accept an $8 weekly wage in- 
crease offered by five rotogravure 
printing companies, following ne- 
gotiations instigated by the Fed- 
eral Mediation and Conciliation 
Service. The pay raise will be in- 
corporated in new contracts suc- 
oes those which expired March 

Union executives, who had post- 
poned a strike originally set for 
May 2, at first demanded an $11 
increase and rejected a company 
offer of $5 weekly. 


Simon Joins Tatham-Laird 


Mrs. Marji Frank Simon, former 
research executive of Aldens, Chi- 
cago, has joined the research de- 
partment of Tatham-Laird, Chi- 
cago. 


Burnet-Kuhn Names Gash V. P. 
Ellis T. Gash, formerly an ac- 
count executive of Campbell- 
Mithun, Minneapolis, has been ap- 
pointed vice-president of Burnet- 
Kuhn Advertising Co., Chicago. 


“ow The Deseret News 


Has Grown 


To Serve You Better 
in the Mountain West 


Always a highly respected newspaper, The Deseret 
News within the past year or so has made circulation 


and linage gains that are the talk of the industry! 


New Features Result in Tremendous Growth 


Here are some of the reasons for the unprecedented 


gains made recently by The Deseret News: 


e SUNDAY EDITION — inaugurated May 16, 1948, 
the Sunday Deseret News was an instant success. It offers 
advertisers 7-days-a-week coverage of the great Deseret News 


“family.” 


e@ MIDWEEK — started September 1, 1948, this Wednes- 
day section, featuring fashions and home hints, has won 


high popularity. 


e LOCALLY EDITED GRAVURE MAGAZINE 
added to the Sunday Deseret News November 28, 1948, this 
quickly became a favorite with readers. It offers advertisers 
fine monotone or color printing for their messages — with 


reader interest assured by the editorial /ocal touch. 


e FARM AND GARDEN MAGAZINE — another Sun- 


day feature that is a must in the thousands of farm homes 
of this area, and in the urban homes of America’s greatest 


home-lovers. 


e OTHER FEATURES AND ACTIVITIES — include new 
Comics, daily and Sunday; sponsorship of a highly success- 
ful Ski School; a new department on Home Economics; 
special articles and a two-day Forum on Home Decoration 
under special guidance of Charles H. Henders, New York 
decorator and head of Interior Decoration courses at New 
York University; compilation of the first comprehensive 
Consumer Analysis ever made in the Salt Lake market — 


and scores of others. 


And Still Growing — More and More the Best Newspaper Advertising Buy in the Mountain West! 


Averages for 
First 3 Months of 
1948 and 1949 


uP 
“ 72.4% 


CIRCULATION 


HERE ARE THE 
as 


LINAGE 


Totals for First 
Three Months of 
1948 and 1949 


uP 
48.7% 


Figures from 
Media Records 


The Deseret Nems 


SALT tame Civy. 


UTAH 


National Represeutative: Cresmer & Woodward, Ing. 
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2,574,932 
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Tiny New Tynar 
$7.95 Camera 
Bows in June 


(Picture on Page 1) 

Los ANGELES—A new “precision” 
camera, the Tynar, priced at $7.95 
to reach the mass market, will be 
launched through drug chains, 
jewelry and department stores in 
the Los Angeles area about the 
middle of June by the Tynar Corp.., 
owned by Phil Kalech. Films for 
the new f6.3 camera come in cart- 
ridge form, available only from 
Tynar, which must also do the 
printing. 

The company has facilities in 
New London, Conn., Cincinnati, 
Chicago and Los Angeles, but at 
the outset all production and pro- 
cessing is being centered at the 
plant here. Following the camera’s 
opening campaign in this area, 
it will be introduced in other West 
Coast markets, after which dis- 
tribution will be expanded to the 
Middle West and East, with the 
other plants being activated as 
their markets are covered. 


s Initially, advertising will be on 
a co-op per camera basis, with 
some advertising placed regionally. 
An ambitious national advertising 
campaign in general magazines is 
planned for the fall when distribu- 
tion warrants. This campaign will 
break with full pages in a long 
list including Glamour, Life, Look, 
Mademoiselle and The Saturday 
Evening Post. Subsequent inser- 
tions will scale down to half col- 
umns. 

Introductory regional advertis- 
ing will include newspapers and 
radio and TV spots. Store pro- 
motion will be heavy, with exten- 
sive use of counter displays and 
window posters. Local picture-tak- 
ing contests are also planned. 


@ Many advantages are claimed 
for the Tynar, which measures 
only 158” high, %” wide and 3” 
long. It can be daylight loaded 
because, using cartridges, it is not 
necessary to thread the film. The 
lens is said to be as “critical” as 
the much higher priced Tessar- 
type. 

It has an automatic frame coun- 
ter which makes double exposures 
impossible and enables the snap- 
ping of 14 pictures within 24 sec- 
onds. The camera has three aper- 
ture openings, f6.3, fll and f16. 
Per print cost of pictures will be 
slightly higher than the average 
snapshot. A cartridge of 14 expos- 
ures will sell for 35¢ and the de- 
veloping charge for 212x3%” prints 
will be $1 postpaid. 

David S. Hillman, Inc., Holly- 
wood, handles the Tynar account. 


Ward's Elects Ball and Barr 


Stuart SS. Ball, who has been 
vice-president and secretary, has 
been elected president of Mont- 
gomery Ward & Co., Chicago. John 
A. Barr, assistant secretary and 
manager of labor relations, has 
been named to succeed Mr. Bal! 
as vice-president and secretary. 


Agency to Close tor 3 Weeks 


Krupnick & Associates, St. Louis 
agency, will close down completel) 
during the three-week period be- 
tween July 2-25 to enable its em- 
ployes to vacation simultaneously 
The agency inaugurated its three- 
week vacation policy several years 
ago. 


~ $0,000 
primary teachers 


Ve rectea 


ARTS© ACTIVITIES 
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» Think it over before you answer! When the boys in the ready-to- 
wear business want to sell, they hunt around for magazines that 
carry the most dress advertising, and then find their advertising 
competing for attention with dozens of others in their field. About 
six months ago, REDBOOK, which devotes about two pages to 
fashion, took occasion to show some suits and dresses which they 
thought might help their readers make up their minds about 
their wardrobes. 

REDBOOK had no sooner hit the newsstands than women began 
to flock in to retail stores to buy. Within a few days these retail 
stores reported a complete sell-out of this merchandise. 

We don’t report this as a world-shaking record, but merely as 
one more specific proof that the young people who buy REDBOOK, 
buy it because they want to read it! 

When you hear the REDBOOK man say that the circulation of 
his magazine is at an all-time high, you may be moved to ask, 
“Why?” But when you look over the current issue of REDBOOK, 
you ll know why thousands of new families are coming into the 
REDBOOK audience every month. You'll see why REDBOOK is 
easier to sell to the public than ever before! Ask your newsstand 
how they’re doing with REDBOOK! 

REDBOOK is an outstanding advertising buy for you because 
it is a wanted magazine! It has a higher percentage of newsstand 


Kall Fashions 
Around the Clock 


Do you want to.file statistics... 
or hang up sales records? 


sales than any book in its class. And it gives you an audience of 
nearly 2,000,000 young families who spend anywhere from four 
to eight hours per issue reading it! Obviously they are getting 
long and repeated exposure to the advertising in REDBOOK. (Think 
that one over, and compare it with the length of time readers de- 
vote to some of the magazines on your present list. ) 

What magazine, not devoted to fashion, has caused a com- 
plete sell-out of ready-to-wear from two pages of editorial? 
Ask the boys on 7th Avenue! Ask the retailers who rang up the 
sales! Then ask yoursel/—whether you want to advertise to peo- 
ple who just look at a magazine, or to those who read it carefully, 
and do something about it! REDBOOK readers are avid readers 
when it comes to improving their personal appearance. 

They have: 

Four million ears to dab with perfume! 

Four million hands to wear your gloves! 

Four million legs to fill your hosiery! 

Four million feet to grace with your shoes! 
If you still want statistics to file, we'll see to it that you get them, 
but if you would rather hang up sales records by telling your 
story to a young family market that is alive with wants and crawl- 
ing with eight billion dollars to satisfy those wants, then REDBOOK 


belongs on your advertising media list. 


DBOO 


McCall Corporation 
444. Madison Avenue, New York 22, New York 
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Along the Media Path 


e The Mormon-owned Deseret 
News, Salt Lake City, which re- 
cently introduced its first annual 
consumer analysis with a presen- 
tation in New York, in June will 
add a display merchandising pro- 
gram to its services, tying in ad- 
vertisers’ copy with point-of-sale 
material in the local stores. Since 
it revamped its management in 
1941, the Deseret News has pur- 
chased a newsprint mill, added 
new sections and a Sunday edi- 
tion, and almost doubled its cir- 
culation. 


e WSAI, Cincinnati, has won the 
praise of George R. Dressler, sec- 
retary of the National Association 
of Retail Meat Dealers, who made 
a special trip to the Ohio city to 
view one of the meat cutting ses- 
sions arranged as part of WSAI’s 
Training School for Food Retailers. 
The station’s merchandising plan, 
launched in February, attracted 
more than 1,200 meat and food re- 
tailers for the two-day demonstra- 
tion and displays by cooperating 
distributors in the Cincinnati area. 
The WSAI program, said Mr. 
Dressler, is the only one he knows 
of in this field. 


e The average hunting and fish- 
ing enthusiast reads 2.76 outdoor 
magazines regularly, and 6.90 reg- 
ularly or occasionally, according 
to a survey just completed by the 
Dell Men’s Group. Almost 95% 
of the respondents read at least 
one outdoor magazine regularly. 


e The Negro magazine, Ebony, 
recently checked its sales against 
those of 17 leading “white” maga- 
zines on 210 newsstands in Negro 
neighborhoods of ten major cities, 
and found that: Ebony topped the 
country’s ten leading magazines in 
sales; it outsold Life more than 5 
to 1 and Look more than 8 to 1; 
and one out of every four maga- 
zine sales at Negro newsstands was 
Ebony. 


e WCCO, CBS outlet in the Twin 
Cities, climaxed its 1949 summer 
sales drive, “Take 13 Weeks With 
Pay,” with a series of conferences 
May 7 attended by leading account 
executives of Radio Sales, Inc. The 
Minneapolis station has been one 


You even get your ad in a choice 
spot like this when you print it on 
Mystik . . . the patented printing 
material with the self-adhesive back. 
Versatile Mystik gets up because 
it’s easy to put up... just press it in 
pepe. MystTIk can be printed and 
ithographed in colors, die-cut to all 
shapes and sizes. Your salesmen 
get Mystik ads up easily! 


Chicago Show Printing Co., 2639 N. Kidare, Chicago 39 


parr 


of the pioneers in combatting 
radio’s summertime slump and 
staged a highly successful “Sell 
‘em While They’re Hot” campaign 
in 1948. 


e The Register, Santa Ana, Cal., 
adding to its printing facilities, 
plans completion of an addition 
by July. A unique feature will be 
parking space on the roof for 24 
cars; visitors will reach it by using 
a completely automatic elevator. 


e Joseph C. Keeley, former ad- 
vertising agency executive, has 
been advanced from executive 
editor to editor of American 
Legion Magazine, succeeding 
Alexander Gardner, who has be- 
come advisory editor. Before serv- 
ing with the Marines in World 
War II, Mr. Keeley was public 


Inc., New York, and also was as- 
sociated with N. W. Ayer & Son. 


e Publisher T. W. Towler of Town 
& Country arranged with a New 
York stamp dealer to make up two 
special stamp packets of equal 
value, one containing one stamp, 
the other, ten. Magazine circula- 
tion, he pointed out in a special 
mailing, is like postage stamps: 
You can buy either quality or 
quantity. And, he adds, it takes 
ten average mass incomes to equal 
one Town & Country average in- 
come. 


e A brand new “McCall’s Pattern” 
has just gone into the mails, a 
four-piece brochure that makes a 
novel tie-up between Harvey Mc- 
Call Jr., sales manager of KYW, 
Philadelphia, and the dress pat- 
terns made famous by McCall 
Corp. 

The envelope of the promotional 
piece shows a caricature of Mc- 
Call displaying an out-sized dress 
foymed from a map of KYW’s cov- 


relations director of J. M. Mathes, 


erage area. This “McCall’s New 


ozs 
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BIGGER NOW-—Sales Manager Harvey 
McCall of KYW is caricatured on the 
front cover of this novel envelope. The 
out-sized dress forms a map of KYW’s 
expanded coverage pattern. 


Pattern” contains a memo from 
McCall pointing up the sales bonus 
provided by improved coverage 
(the Westinghouse outlet recently 
inaugurated new 465’ twin 
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towers); a 12x14” map of the nev 
coverage area titled “An Expande: 
Pattern to Fit Your Sales Plan, 
and a 7x14” montage of the twi) 
towers imprinted on pattern pape: 


e In its latest direct mail piece 
KDAL, Duluth, summarizes it 
audience-building plan and boast 
that “Hoopers Like This Don’ 
‘Just Happen.’” The answers to 
leadership in the Duluth-Superio- 
area, it says, are KDAL and CBS 
personalities plus long-range pro- 


motion that includes outdoor 
posters, direct mailings to the 
trade, window displays, listener 


guides, program promotion by tele- 
phone and “certified promotion 
reports” to clients. 


e The New York Times will 
launch a nationwide promotion 
drive May 23 when it mails a com- 
plete kit to more than 1,500 book 
retailers, aimed at helping them 
boost vacation season sales. “Good 
Books Add So Much to a Good 
Vacation” will be the slogan for 
the campaign, which offers book- 
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ellers colorful posters, window | U. S., has just inaugurated an air- 


trips, envelope stuffers, gummed 
tickers, mats for local newspaper 
ds, and window display sugges- 
ons. Times’ advertising will pro- 
10te the drive, as will broadcasts 
ver WQXR and a Times Square 
indow display. On Sunday, June 
9, the Times will inaugurate a 
Vacation Book Issue of its Book 
Review. 


e Industrial Equipment News is 
distributing miniature copies of 
Vol. 1, No. 1 to commemorate the 
start of specialized product news 
and information publishing, and 
also its 16th birthday. It was born 
in the depression days of 1933. 


e To offset exaggerated reports of 
earthquake damage in Puget 
Sound cities, Station KIRO, Se- 


attle, has promoted a_ postcard 
campaign, through its listeners, 
to their friends and _ relatives 


throughout the country. 


e Il Progresso Italo-Americano, 
largest Italian newspaper in the 


mail service which will fly the 
publication to Venezuela daily, via 
Pan-American. 


e Video Station KPIX, San Fran- 
cisco, may just be starting an 
argument, but it claims the record 
for long-distance reception of TV 
signals. According to a wire re- 
ceived by the station, its signal 
was picked up May 3—without 
sound accompaniment—in Throck- 
morton, Tex., about 1,400 miles 
from the transmitter. 

KSD-TV, St. Louis, fell 100 
miles short of that mark last week 
with a report that a Phoenix, Ariz., 
resident—1,300 miles away— 
picked up part of a sports tele- 
cast, including the sound, which 
was “as clear as on our local AM 
station.” 


Macaroni Makers to Meet 


The 45th convention of the Na- 
tional Macaroni Manufacturers As- 
sociation will be held at the Edge- 
water Beach Hotel, Chicago, June 
27-28. 


School of Advertising Art 
Opens New Day School 


The Workshop School of Adver- 
tising Art, New York, will begin 
a day school next fall to serve high 
school and college students desir- 
ing pre-professional education in 
advertising arts. The new day 
sessions will augment the current 
curriculum of the school, which has 
been conducting specialized late 
afternoon and evening courses for 
professional artists during the past 
two years. 

High school and college students 
may register now for the day 
school. The school is under the 
supervision of Milton Wynne, as- 
sociate director. The day school 
offers a three-year course. 


Appoints Helfrich 

O. L. Helfrich has been ap- 
pointed advertising director of the 
American Comics Group, New 
York. 


Ward Moves Offices 

James A. Ward, publishers’ rep- 
resentative, has moved from 8 S. 
Dearborn St. to 820 N. Dearborn, 
Chicago. 


Appoints Helming 


Carl G. Helming, formerly ad- 
vertising and publicity director of 
Eastern Outfitting, Portland, Ore., 
has been appointed director of the 
creative department of Carvel Nel- 
son & Powell Advertising Agency, 
Portland. The agency has been 
named to direct the advertising of 
Jarman’s, Buick and Chevrolet 
dealer in Oregon City and Mil- 
waukie, Ore. Newspapers, radio 
and direct mail will be used. 


NY Adclub Reelects Haire 


Andrew J. Haire, president of 
Haire Publishing Co., has been re- 
elected president of the Advertis- 
ing Club of New York. Other offi- 
cers reelected are: John H. Ryder, 
president of Norm Advertising Co., 
vice-president, and James A. 
Brewer, president of Brewer-Can- 
telmo Co., treasurer. 


Rives, Dyke Names Flora 

Louis A. Flora, formerly adver- 
tising manager of the Tournalayer 
division of R. G. Le Tourneau, 
Inc., has been appointed an ac- 
count executive of Rives, Dyke & 
Co., Houston agency. 
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Yourself 


HE best proof of why Better Homes 


your story is right in the book itself. 


Read any issue. Cover to cover, you find 
just one thing—how to live better in a 


better home, and what to buy to do it with. 


Automatically, as you see at a glance, 


casual readers, fiction-dreamers. Auto- 
matically, as you also see at a glance, it 
attracts husbands and wives who are in 


& Gardens is such a good spot for 


rove our Point 


the active business of homemaking. 


100% service screens in over 3,000,000 
husbands and wives whose big interest 


is home and family. And because we take 
a pretty high standard of living for 
granted, we screen only families whose 


income is among the highest for all big 


magazines, 


that 100% service content keeps away 


vER 3, 000, 200 = 


Would you like to hear more from our 
representative about what editorial screen- 


ing can do for you in this fruitful market? 


CREATIVE 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
lay money-back guarantee. 90c each in quan- 
tities of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor O. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight .. . day by day guidance... 
pithy case-history experiences .. . usable sug- 
westions."’ . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that underlie 
of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 


the impressive success 


A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 


money-back guarantee. 90c each 


of iU or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


in quantities 


Here is the complete, practical, and usable 


outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de 
veloping a uniformly geod performance pat- 
tern. (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee, $1.80 each in quantities of 10 or more, 
NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 


with a copy of the ‘'5-Point Technique’’ 
ch member of your creative staff. 


for 


MAIL ORDER NOW 


; 


Advertising Publications, tnc. 
100 E. Ohio St., Chicago 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ter 
days if not delighted in every way 
copies, ‘'5-Point Technique 
for Producing Ideas’’ ‘ s 
pies I ry of A A 1 
' I r of F 
copies 
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Revere Sets Summer Show 


Singers Clark Dennis and Peggy 
Mann are featured in “Name the 
Movie,” the Revere Camera spon- 
sored summer show, which is 
filling in for the vacationing Jo 
Stafford. The program is heard 
Thursday at 9:30 p.m., EDT, over 
ABC. Roche, Williams & Cleary, 
Chicago, handles this 30-minute 
broadcast. 


Appoints Trepanier 

L. E. Trepanier has been named 
advertising and sales promotion 
manager of Dominion Corset Co., 
Montreal. He has been regional 
director for the Department of Vet- 
erans’ Affairs for the province cf 
Quebec. 


OPTIVISE! 


GET readers to see what-when-as yeu 
4 want them te see. Boost ad impact with 


AD SCRIBE, NORTH CANTON (6), OHIO 
A creative service at sensible fees for cost-wise 
edvertisers. Write Ad Scribe SOON. 


Ad Volume Up 
Slightly for 
First Quarter 


(Continued from Page 1) 
and miscellaneous office supplies 
showed a decrease of nearly 8%. 
The advertising of both manufac- 
turers’ materials and industrial 
machinery increased in all types 
of media. 


s Drugs-toiletries—a general de- 
crease in the advertising of toilet 
goods, cosmetics and beauty aids. 
The advertising of medicines and 
proprietary remedies increased 
slightly in general magazines, but 


-| was down in other forms of media, 


with an over-all decline of nearly 
10%. 


Cosmetic beauty aids totalled 


$3,804,470 this year and $4,327,987 
last year, a decline of 12.1%. This 
classification was off 15.7% in 
magazines, up 157.9% (the total 
was $56,804) in farm, up 78.9% 
in Sunday newspaper sections, and 
off 55% on network radio. 

The personal hygiene classifica- 
tion totalled $14,883,201 this year 
and $15,866,465 last year, off 6.2%. 
Network radio was off only 3.7%, 
while magazines were off 8.8% and 
farm magazines (again on a small 
volume) were off 31%. 

Medicines, remedies and drugs 
added up to $8,173,408 this year, 
as against $9,057,648 last year, a 
loss of 9.8%. General magazines 
gained 3.5% in ‘the classification, 
while farm magazines lost 15.5%, 
Sunday newspaper sections 18.1%, 
and network radio 12.2%. 

Medical equipment, appliances 
and supplies totalled $1,347,767 for 
the quarter, up 12.5% from last 
year’s $1,197,812. Sunday news- 
paper sections gained 25.4% in 
this classification, while farm mag- 


azines lost 24.5% and general mag- 
azines gained 13.5%. There are no 
network programs in this category. 


s Foods-beverages—food products 
increased substantially, with gen- 
eral magazines and Sunday news- 
paper supplements the chief ben- 
eficiaries; network radio was down 
slightly. On the other hand, adver- 
tising of food beverages, confec- 
tionery and soft drinks showed de- 
clines, as did beer, wine and liquor, 
although the decreases were small. 

Food products, totalling $25,506,- 
334 this year, were up 6.9% from 
last year’s $23,850,659. Sunday 
newspaper sections gained 30.2% 
in this classification, magazines 
11.5%, farm magazines 10.6%; net- 
work radio was off 2.2%. 

Food beverages accounted for 
$2,943,224 during the quarter, off 
sharply (31.1%) from last year’s 
$4,270,741. The losses: Sunday 
newspaper sections, 67.7%; net- 
work radio, 32.6%; general mag- 
azines, 12.8%; farm magazines, 
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"HAVE FUN with the famous" is the appeal drawing 
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viewers to one of the brightest new spots in tele- 
vision, "B. F. Goodrich Celebrity Time." With 


Conrad Nagel as host, 


famous—name guests meet to 


match wits...and entertain with their special 
talents. Praised by critics, the show carries 
"live" and filmed messages for B. F. Goodrich 
tires on nine cities of ABC East-West Network. 
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"FIRST HE WINKS—then he rings." The new Moonbeam 
Electric Alarm by Westclox calls you silently in 
the morning with a blinking light, without disturb- 
ing the rest of the family. Then it gives out with 
an I-mean—business alarm if you don't shake a leg. 
Westclox advertising appears every 28 days on Page 
One of The Saturday Evening Post; has run in the 
Post since 1910. A BBDO Chicago client since 1950, 
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BRIGHT SPOTS 


MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD 


"MULTIPLE IMPACT" format for Royal Crown Cola lets 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


PITTSBURGH * CLEVELAND * DETROIT 


* LOS ANGELES 


b. 


you see stars—and like it! Repetition of movie 
star's picture and headline invites a second look 
and chalks up readership that puts RC ads of this 
series right up with the leaders. Here's a re- 
freshing new twist that tells readers in simple 


McGuffey—primer fashion that 


"RC tastes best." 


Campaign is now appearing in national magazines. 


ioe a : 
Noe. > 2 we, 


Brewed nor 


fYART 1c PTA omn 
ANADA'S FINEST 


THIS NEW Black Horse Ale newspaper series proves 


t hare #2) i i. 


that good—humored ads can have plenty of sell! 
"Brewed north of the border" has a cool north-woods 
connotation that starts reader off with a feeling 


of well-being. "Imported for 


your pleasure" and 


"Canada's finest" tell a quality story. Every char- 
acter in the drawings is a personality, and action 
flows irresistibly to photograph of the product. 
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6%. 

Liquor (not including beer o 
wine) was off 1.4% to $4,504,682 
Sunday magazine sections, wit 
$5,651 in billings compared wit) 
$1,759 last year, were up 221.3° 
in this classification. 


ws General—cigaret and smokin: 
material advertising increased bet 
ter than 20% in magazines, Sun- 
day newspaper sections and net- 
work radio. Advertising of jewelr 
and watches, and optical goods 
and cameras also showed gain: 
Entertainment and amusements 
cut national advertising budgets 
nearly a fifth. There was an in- 
crease of more than 21% in the 
advertising of sporting goods and 
toys, and one of 15% in retail 
stores and shops. 

Smoking materials jumped from 
$7,971,570 last year to $9,585,126 
during the first quarter, an in- 
crease of 20.2%. Jewelry and 
watches were up 43.1%, from $942,- 
707 to $1,348,980. Optical goods, 
cameras, etc., with a quarterly to- 
tal of $690,473, were 1.9% ahead 
of last year. Entertainment and 
amusements were down 21.9% 
from $1,460,528 last year to $1,- 
141,194 this year. Sporting goods 
and toys were up 21.3%, from $1,- 
011,493 last year to $1,226,826 this 
year. 


a Home building—national adver- 
tising of home furnishings showed 
an over-all increase of more than 
10%. Substantial gains were shown 
for floor coverings, china, glass and 
silverware, with small decreases 
for furniture and household fab- 
rics. 

Electrical appliance advertising 
and radios, phonographs and TV 
sets showed declines. There was 
a substantial rise of 17% in the 
advertising of building materials, 
fixtures and equipment—a dollar 
increase of $642,000. 

Major and minor appliances 
were off 6%, from $6,785,516 last 
year to $6,380,473 this year. Radios, 
etc., dropped 20.4%, from $2,720,- 
896 last year to $2,164,687 this 
year. Soaps, cleansers and polishes, 
however, were up 7.7%, from $7,- 
635,757 last year to $8,224,727 this 
year. Building materials were up 
51.1%, from $1,001,408 to $1,512,- 
738. 


s Transportation-agriculture—ad- 
vertising of passenger automobiles 
increased $1,140,000, a gain of 
21.5%. There was a substantial de- 
cline in the advertising of commer- 
cial vehicles, tractors and trucks 
(off 22.3%) and of tires and tubes 
(off 16%). Automotive accessories, 
gas and oil, and aviation, showed 
gains generally distributed through 
all types of advertising media 
Transportation facilities increased 
advertising 55.7%, with magazine: 
and network radio showing th: 
largest gain. Increases were als: 
general in the agriculture and hor- 
ticulture classification. 


Association Moves Oftices 


National Automatic Merchan- 
dising Association has moved it; 
offices from 120 S. LaSalle St. t» 
7 S. Dearborn St., Chicago. Th: 
association’s 1949 convention an! 
exhibit will be held Nov. 27-30 2 
Convention Hall, Atlantic City. 


Gallagher Promoted 


F. C. Gallagher, who has bee 
serving as an assistant accoun 
executive on the Norge accoun 
for Campbell-Ewald Co., has bee! 
named director of Norge publicit 
for the agency. He succeeds J. F 
Hadfield, who has resigned. 


Gets Hosiery Account 


Aberle, Inc., Philadelphia, man 
ufacturer of nylon hosiery, has re 
tained Geare-Marston, Inc., Phil 
adelphia, to handle its aclvertising 


Schedules Housewares Exhibi 

The national housewares am 
heme appliance exhibit will b 
held July 11-15 in Atlantic City 
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7V Spurs Pretzel 
Sales; Larger PR, 
Ad Drive Mapped 


PHILADELPHIA—The rapid up- 
s\ing in the sale of television re- 
ceivers has meant a speedy up- 
surge in the sale of pretzels in 
television areas. 

Members of the National Pretzel 
Bakers Institute, meeting here at 
a national technical conference at 
the Warwick Hotel May 4 and 5, 
heard this report during the final 
day’s sessions. 

Reason for the increase in pretzel 
consumption is that set owners are 
doing more entertaining at home. 
Also, it was reported, one baker 
in Reading, Pa., in an effort to 
stimulate this interest in the 
twisted crackers, got lists of new 
set owners and sent them each a 
large bag of pretzels to whet their 
appetites. Other bakers were urged 
to do likewise. 

With the help of television and 
other promotions by the institute, 
U. S. per capita consumption of 
pretzels has increased from one- 
half pound eight years ago to 
three-fourths of a pound in 1948. 


s And, in an effort to increase 
these figures even more, baker 
members of the institute have been 
joined by suppliers to collect a 
fund of $100,000 for promotional 
activity during the coming year. 

Cooperative advertising in news- 
papers and some national trade 
advertising will be utilized. How- 
ever, most of the funds will be 
used for publicity tie-ins with 
other industries, such as the ice 
cream, beverage and mustard sea- 
soning industries. Point-of-sale ad- 
vertising and other dealer helps 
are being increased considerably 
during the year, with publicity 
handled by Bert Nevins, Inc., of 
New York. 

Starting in June, the Pretzel 
Bakers Institute also begins a radio 
pretzel recipe contest on 100 sta- 
tions to try to find new uses for 
pretzels. 


‘Farmer's’ Boosts Ad Rates 


Effective with the January, 
1950, issue, Farmer’s Magazine, 
published by Consolidated Press, 
Toronto, will increase its advertis- 
ing rates. The rate for a black- 
and-white page will be raised 
trom $640 to $770, for inside covers 
and inserts in four colors from 
$850 to $1,000, and for outside back 
cover in four colors from $1,050 to 
$1,100. With the December, 1949, 
issue, the publication will have a 
net paid circulation of more than 
125,000 in Ontario and eastern 
Canada. 


Bans Outdoor Liquor Ads 


A law has been passed in Penn- 
syivania banning outdoor brand 
advertising of liquor or beer on 
the premises of a licensed retail 
de.ler or in an adjoining lot. The 
Sarre new law prohibits brand 
Window advertising and limits 
po nt-of-sale promotions to a value 
of $20 for any one brand in one 
est .\blishment. 


Horace Heidt Opens Office 


orace Heidt has opened an of- 
lic’ to produce package radio and 
te! vision shows in Hollywood, 
Ww: 4 Joseph C. Donahue in charge 
of ales. A New York office will 
be opened soon. 


AUR, 


R'HT IN YOUR OWN BACKYARD 


re’s untold wealth at your elbow! 
million Negroes spend 10 billion 
ars a year on every type product! 
ch this big buying public through 
Negro press. For information write 
erstate United Newspapers, Inc., 545 
' ‘th Avenue, N. Y., serving America's 
' .ding advertisers over a decade. 
N TE: We now have facts compiled by the 
® Research Co. of America on brand 
P'- ferences of Negroes from coast to coast. 
te now for this free information, 


WCON Names Gaines Allen 


Gaines Allen has been named 
assistant sales manager of Station 
WCON, Atlanta. B. C. Bonner, 
WCON’s sales manager, will now 
devote most of his time to national 
and regional sales, with Mr. Allen 
concentrating on local sales. 


Has 150,000 TV Sets 


Philadelphia now boasts of hav- 
ing 150,000 television receivers, an 
increase of 130% over the Sept. 1, 
1948, figure of 65,000. 


JWT Transters Denys Scott 

Denys Scott has been transferred 
to the Toronto staff of J. Walter 
Thompson Co. in a senior creative 
capacity. He was formerly con- 
nected with the agency’s London, 
England, and Calcutta and Bom- 
bay, India, offices. 


: ELECTROTYPE co. 


Four A's Adds Watts, Payne 

Watts, Payne-Advertising, Tulsa, 
Okla., has been elected to mem- 
bership in the American Associa- 
tion of Advertising Agencies. 


BILLIONS 


IN A 


CAPSULE 


In down to earth 


Here’s concentration of billions. 


figures, for every $1000 in retail sales in California’s 

58 counties, $412 is spent in one single county—and it’s 

Los Angeles County. For every $1000 of net buying income, 
$423 is in Los Angeles County. 


Yes, Los Angeles County is the capsule which contains 


more than 40 per cent of California’s entire population, 


income and retail sales. 


It is the county which became 


the nation’s SECOND greatest retail market in 1947, and 


its 


1948 retail sales of $4,836,534,000* are $214,000,000 


above the previous year. 


In this single county market of billions, the 


Herald-Express reaches more families than any other daily 
newspaper—it’s the top spot medium for every Los Angeles 
adver tising schedule. “Copyright, 1949, Sales Management Survey of Buying Power 
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Haydu Brothers Names Conti 


Haydu Brothers, Plainfield, N. 
J., manufacturer of precision metal 
parts, has placed its advertising 


with Conti Advertising Agency, 
New York. 
Buckley & Scott to Dowd 


John C. Dowd, Inc., Boston, has 
been appointed to direct the ad- 
vertising of Buckley & Scott, 
Watertown, Mass., oil company. 


8 Studies Show 
Communications 
Effect on U.S. 


Lazarsfeld, Stanton 
Edit Work on Media‘s 
Social Implications 


New YorK—“Communications 
Research, 1948-1949,” edited by 
Paul F. Lazarsfeld and Frank Stan- 
ton, and published last week, at 
first sight appears to be a collec- 
tion of eight unrelated studies on 
the effect of media on society. 

A very definite pattern emerges, 
however, from this group of re- 
ports that range from a study on 
why children read comics books 
to a discussion of domestic broad- 
casting in Russia. Most of the 
studies were conducted by Colum- 


bia University’s Bureau of Ap- 
plied Social Research. The volume 
was published by Harper & Broth- 
ers (332 pages; $4.50). 

Dr. Lazarsfeld, head of the bu- 
reau, and Mr. Stanton, president 
of Columbia Broadcasting System, 
state their case in the introduction 
as follows: 


a “Impressive technological de- 
velopments and coincident ad- 
vances in general education have 
led to a rapid increase of literacy. 
But what people can now read, see 
and hear is provided in the main 
by a number of large-scale, fairly 
centralized communications indus- 
tries. What, then, are the effects of 
this general development on the 
spiritual and social life of our 
times?... Perhaps the most in- 
volved of all implications is the 
question of what relationship 
should exist between the wants 
of the audience and the cultural 
function of the industry. In order 
to keep financially alive, the in- 
dustry must serve the largest pos- 


sible number of people. But in 
order to best serve the whole com- 
munity, the industry should be the 
voice of its intellectually and 
morally most advanced sector.” 


ws In the eight studies, the authors 
provide detailed examples of the 
implications of this dilemma. In 
“The Children Talk About Com- 
ics,” Katherine M. Wolf and Mar- 
jorie Fiske give facts and con- 
clusions they drew from 104 chil- 
dren interviewed in depth—the 
first study about comics reading 
based largely on children’s opin- 
ions. Researchers Wolf and Fiske 
found that kids definitely graduate 
from (a) comics about human- 
like animals to (b) super-humans 
to (c) “true” or “classics” comics, 
each type filling a definite imag- 
inative need of child readers. (In- 
terviews in depth with adults who 
read comics were not made.) 

Miss Wolf and Miss Fiske in- 
dicate that in 90% of homes, any 
parental interference with comics 
reading has no effect whatever. In 


MEN'S WEAR STORE ADVERTISING 


FREE PRESS....... 


Ist evening paper. 
2nd evening paper 


WOMEN’S WEAR 
FREE PRESS...... 


2nd evening paper 


jan dee ...328,936 lines 


weeeees 1,861,129 lines 
Ist evening paper.........1,729,601 lines 
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Men's Wear Store 
Advertising .... 


Women’s Wear Store 


“A Advertising appears 
in Dhe Free Press 


I; IS SIGNIFICANT that both the retail men’s wear stores 
of Detroit and the retail women's wear stores, as listed 
in Media Records, bought more advertising in the Detroit 
Free Press in 1948 than in any other Detroit newspaper. 


Both of these groups of retailers, the one appealing to men, 
the other to women, have only one real objective for their 
advertising. That is sales-making . . . immediate, traceable, 


cashable results. That the Free Press does a consistently 


better job for them in matching their requirements through 


WrTTiTT? ¢ .iik 


pwec awed 166,768 lines 


STORE ADVERTISING 


Seeceses 881,210 lines 


igo a 4% i edly 


its 425,000 reader-homes, is obvious from the record. 


The Detroit Free Press 
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the other 10% of homes whe e 
parents interfere, there is no ba: ic 
change in comics reading. 


@ In the second study, Kenneth 
Baker attempts “An Analysis of 
Radio’s Programming.” Taking 
program logs of 100 commerc a) 
AM stations for Nov. 21-27, 19<6. 
Mr. Baker broke down the pr>- 
gramming in various ways aid 
shows his findings in 16 tablis 
These show: 

1. Radio is predominantly mu:i- 
cal. Nearly half of its time is con- 
sumed by programs which are ¢s- 
sentially musical in character. 

2. Over half the musical time is 
consumed by popular and dance 
music, the remainder about equally 
divided by (a) classical and semi- 
classical and (b) hillbilly, folk, 
etc. 

3. Dramatic programs take 16% 
of radio time (six of the 16% is 
taken up by daytime serials). 

4. News and news commentation 
take up about one-eighth of radio 
time. 


a 5. Total time devoted to com- 
mercial messages and announce- 
ments amounts to about 14% of 
radio’s total time on the air from 
sign-on to sign-off. 

6. About one-third of radio time 
is not sponsored. 

7. Networks supply nearly half 
of the sponsored programs carried 
by stations (the study was made of 
78 stations affiliated with networks 
and 22 unaffiliated stations, all 
NAB members). 

8. Things to eat and wear are 
advertised by radio more than 
other products. 

The third report, “Research for 
Action,” by Dr. Lazarsfeld and 
Helen Dinerman, presents inter- 
esting information on why women 
do not listen to the radio in the 
morning and suggests some practi- 
cal conclusions as to how some 
non-listeners may be drawn into 
the audience. 


a When New York City newspaper 
delivery men were on strike for 
a fortnight in 1945, an unparalleled 
opportunity was offered to learn 
how and what people really think 
of the newspapers. Bernard Berel- 
son reports on “What ‘Missing the 
Newspaper’ Means.” By using a 
small number of intensive inter- 
views, an attempt was made to 
get behind stereotyped surface 
reactions to the lack of news- 
papers. Findings show few people 
missed the papers simply because 
they missed important news. 

In “Overlapping Magazine Read- 
ing,” Babette Kass describes a new 
method for determining the cul- 
tural levels of magazines. The tech- 
nique confirms the theory that 
magazines which are frequent!) 
read together have similar cultural 
appeals. 

In “The Analysis of Deviant 
Cases in Communications Re- 
search,” Patricia L. Kendall and 
Katherine Wolf present an inter- 
esting case history of how a pains- 
taking examination of the “ex- 
ception” will serve either to prove 
or modify the “rule.” A thorou<h 
study of some seemingly contr.- 
dictory statements, made by peo- 
ple on viewing cartoons depicti'g 
elements of race prejudice, actua!') 
revealed new understanding of t 1¢ 
mechanics of prejudice. 


es In a report on “Patterns of 1)- 
fluence,” Robert K. Merton sho’s 
how influence in a community is 
exerted on two different levels ») 
two quite separate types of i)- 
fluential people. The report sho.s 
separate reading tendencies {fr 
the “local boy makes good” ty 
of influential leader and the “c« 
mopolitan” type. 

The final article, a lengthy r- 
port by Alex Inkeles on ‘‘Domes' \' 
Broadcasting in the USSR,” serv ’s 
admirably to fill the tremendo 's 
void in knowledge of just h« 
the radio is used in Russia. 
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Move Oltices 


Ira Rubel & Co., management 
consultant and system engineer, 
and Rubel & Fields, certified pub- 
lic accountant, have moved their 
offices to 35 E. Wacker Dr., Chi- 
cago. 


Chalom Appoints Holley 

M. Chalom & Son, New York, 
precious stone jewelry, has placed 
its advertising with Robert Holley 
& Co., New York. 


DIESEL 
PRODUCTS 


*its readers ore now buying 
for the Diese! morket. Directed 
to active purchasers. 


[dived ond Published by REX W. WADMAN 
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Imdrin to Get 
$2,500,000 Ad 
Campaign in ‘49 


Rhodes Pharmacal’s New 
Arthritis Pain Killer 
Gains Fast Acceptance 


Cuicaco—Imdrin, a proprietary 
drug preparation billed as an ar- 
thritis and rheumatic pain killer, 
will be backed by a budget which 
may reach $2,500,000 this year, 
to J. Sanford Rose, 
president of Rhodes Pharmacal 
Co., which distributes the product. 

Introduced in Minneapolis seven 
months ago, Imdrin immediately 
proved itself to be a fast mover, 
and other markets were added ra- 
pidly, until® national distribution 
was achieved four months later. 

Mr. Rose told AA the company 
will spend an average of $100,000 
per month during May, June, July 
and August—a period when dis- 
tributors of similar products nor- 
mally cut their advertising budg- 
ets. Objective, of course, is to boost 
summer sales and firmly establish 


the product by fall. 

The company now is spending 
about $8,000 weekly on 16 local 
radio shows, and will add a $12,- 
000 weekly program in the fall, 
plus 50 to 80-second kinescope 
television spots. Eventually, Rhodes 
hopes to have a TV show in each 
major market. 


es At present, it is sponsoring 
“City Hall” with John Crosson of 
the New York News as emcee on 
Saturday at 7 p.m., EST, over 
WPIX. The program made its de- 
but Feb. 26, with Mayor O’Dwyer 
as the first guest. Format is some- 
what institutional, with accent on 
civic betterment. Speakers such as 
James Farley, the district attorney, 
and other city officials describe the 
duties of their departments and 
make suggestions for improving 
the city. 

To date, Imdrin window displays 
have been installed in some 5,000 
drug stores, and Mr. Rose expects 
to have displays in about 20,000 
stores by fall. About $200,000 is 
budgeted for displays, counter and 
window cards, streamers and simi- 
lar point-of-purchase advertising 
for 1949. 

Newspaper ads ranging from 250 
lines to full pages have been used 
since the product was introduced 
in some 700 dailies, and will con- 


advertising talks to people who a 
. It happens that in Florida, the 


the Florida Times-Union and the Tampa Tribune 
circulate in the markets where 78% of Florida’s 
effective buying income is concentrated. 

It happens that these are Florida’s favorite 


family newspapers . with a 


average of 90% plus... 


a powerful sounding board for you 
For more readers per dollar . 
per reader . . . for more sales pull i 


Your sales potential is greatest when your 


with family coverage” 
in 45 of Florida’s 67 counties .. . 
editorial—and advertising—prestige that provides 


eee eee ee ge 


re able to buy. 
Miami Herald, 


home-delivered 
with a news, 


r message. 


. for more dollars 


in the growing 


Florida market, use the pages of Florida’s three big 


morning dailies—regularly! 


pre 


ee 


nae * 
: 


*20% to 100% family coverage. 


FLORIDA TIMES - UNION 


MIAMI 


Jacksonville - 


National Representativese Reynolds-Fitzgerald, Inc.. 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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AMAZING NEW DISCOVERY FOR RHEUMATSH, ARTHRITIS 
- “WO FASTER ARTHRITIC PAIN RELIEF KNOWN... SAFE 


WHERE RHEUMATICOM Stein: 
... 60 HOW TO OFTECT I: 


% he See Your Druggist Today 


eo is yt ee ae 
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UNCORKS JOINTS—Rhodes Pharmacal Co. of Cleveland is using newspaper copy 
with thumb nail case reports to introduce its arthritis and rheumatic poin-killer in 
markets throughout the country. The company reports that repeat sales of the 


specialty product are increasing steadily. 


O'Neil, Larson & McMahon, Chicago, 


has the account. 


tinue on a year-round basis, with 
a large share of the budget. 


a Imdrin’s basic ingredient is 
manganese salicylate, which was 
used experimentally in Europe 
prior to the first war and has 


since been incorporated in Imdrin 
by Rhodes. The bottle sells for $3, 
contains 72 tablets, and directions 
call for a 12-day treatment. 
Typical copy is headed: “Amaz- 
ing new discovery for rheumatism, 
arthritis...no faster arthritic 
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pain relief known...safe...hos- 
pital tested...stops swelling... 
uncorks joints...” Cooperative 
newspaper insertions feature a 
diagram of the body showing 
points at which rheumatic pain 
‘trikes and contain capsule case 
nistories of persons who have 
‘ound relief. 

Starting seven months ago with- 
out a sales force, Rhodes now has 
715 salesmen and manufacturer’s 
representatives, plus division man- 
agers and four traveling supervi- 
sors. Imdrin is fair traded only to 
drug stores and department stores 
with recognized drug departments, 
and is listed in the Sears, Roebuck 
catalog. It will not be marketed 
through variety and grocery out- 
lets. 


se Reorders from chains and 
wholesalers are reported to be 
high, and evidence indicates that 
the product is a good repeat seller, 
since Minneapolis sales have 
climbed steadily since Imdrin’s in- 
troduction in that market. Mr. 
Rose predicts production will soon 
hit a level of 30,000 bottles daily. 
A new plant in New York now 
is under construction, and Rhodes 
is establishing warehouse facilities 
in five major cities across the 
country. 

Rhodes Pharmacal was formed 
in 1945 by J. Sanford Rose and 
his brother, Jerome H. Rose, and 
now distributes about 90 general 
pharmaceutical and vitamin pro- 


ducts, including Imdrin. Most of 
the merchandise is manufactured | 
by Oxford Products, Inc., Cleve- | 
land, an affiliated company. Total | 
sales last year were about $2,500,- | 
000, and the 1949 goal is in excess 
of $10,000,000. 

The company has poured most of 
its profits into advertising, promo- 
tion, expansion, and continued re- 
search on arthritis. In addition to 
Imdrin, several other products are 
in the development stage. 

Imdrin now is being introduced | 
in Canada, the first of a series of 
export moves. 

Advertising is handled by O’-| 
Neil, Larson & McMahon, Chicago. 


Columbia Starts Drive 
in 285 College Papers 


Columbia Records’ uew long. 
playing “Dance Parade” series will 
be publicized in 285 college news- 
papers throughout the United 
States during May. Four weekly 
280-line insertions have been 
scheduled, in addition to half- 
page ads in the June issues of 
Calling All Girls and Seventeen. 
McCann-Erickson, New York, is | 


the agency. 
The “Dance Parade’ platters 
feature Frankie Carle, Benny 


Goodman, Woody Herman and 
Claude Thornhill. As a tie-in with 
the campaign Columbia dealers 
will be asked to feature LP edi- 
tions of other albums, including 
those of Harry James, Les Brown 
and Peggy Lee. 


Hunt-Spiller Names Gray 


Charles M. Gray & Associates, 
D troit, has been named to direct | 
a new advertising campaign for | 
H int-Spiller Mfg. Corp., South | 
B: ston, Mass. The company casts 
ari machines replacement parts) 
m de of “Gun Iron” for the rail- | 
rid, diesel, marine, petroleum | 
ar | metalworking industries. Busi- | 


Ns papers will be used. 


D incolator Names von Zehle 


Jrincolator Corp., New York, 
h 3 appointed William von Zehle 
« -o., New York, to handle the ad- 
v ctising of Drincolator and Ice- 
© -vamolator, soft drink and ice 
© -am novelty merchandising sales 
® 1 display units. 


C «rr Brothers Join Fawcett 


‘om Carr and Peter J. Carr, 

thers, both formerly with Ar- 

y, have joined the advertising 
* es staff of Fawcett Publications. 
‘ m Carr will represent Fawcett 
Vomen’s Group in Chicago and 
P ter Carr will represent Today’s 
‘oman in New York. 


= 


Pictsweet To Brisacher, Wheeler 


Pictsweet Foods, Inc., Mt. Ver- 
non, Wash., frozen foods and can- 
ned corn and peas, has appointed 
Brisacher, Wheeler & Staff, San 
Francisco, to handle its advertis- 
ing, effective June 15. The ac- 
count was previously handled by 
Ruthrauff & Ryan, Seattle. 


D. C. Has 44,500 TV Sets 


The Television Circulation Com- 
mittee of Washington, representing 
the capital’s four television sta- 
tions, has announced that there 
were 44,500 video receivers op- 
erating in that area as of May 1. 
This is a gain of 3,750 over the 
April 1 figure. 


U. S. Rubber Promotes Milam 


J. J. Milam has been named as- 
sistant to J. W. Solomon, general 
sales manager of the textile di- 
vision of United States Rubber 
Co., New York. He has been with 
the company since 1940 and for 
the past few years has handled the 
sale of industrial yarns and fab- 
rics. 


Pearl-Wick to Ray-Hirsch 


Pearl-Wick Corp. has appointed 
Ray-Hirsch Co., New York, to han- 
dle its advertising. Consumer, trade 
and dealer-aid campaigns are be- 
ing planned for Pearl-Wick self- 
ventilating, steel-ribbed Duroweve 
hampers. 
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Whether it’s @ simple 
letterhead or a 4-color 
brochure . . . whether it’s 
going letterpress or offset... 
you can depend upon Fine Arts 
for a superb job ot the right 
price. May we quote yeu 
on your next job? 


FINE ARTS PRINTING COMPANY 
814 N. FRANKLIN ST., CHICAGO 10 


newspaper readership 


of package store customers for liquor 
in New York City 


Tue News has just issued a new survey of liquors 
bought and newspapers read by package store customers 
in New York City . . . the fourth major study in the 
liquor field in New York made by The News since Repeal. 
Some 500 stores were checked to get a representative 
selection of 149 . . . distributed according to population 
by boroughs and income groups. In 149 stores, during 
July and August 1948... 
to indicate on a card questionnaire the newspapers 


they read regularly. 


Following the technique introduced by The News 
in consumer studies in 1936 . . . the query as to papers 
read was advanced by store salespeople. A News 
representative on the premises, but not identified, 
noted the purchases on the back of the card after the 


buyer’s departure. 


¢. 


This study shows brand sales by types of liquor 
bought; newspaper readership and purchases by 
boroughs, economic groups, sex, types of liquor 
bought; newspaper coverage and costs, and 
important new data on newspaper duplication ... Data on 
individual brands, sizes, quantity bought and buyer’s 

sex is available in separate compilations for liquor 
companies and their advertising agencies. 


The 13,512 buyers interviewed bought 14,956 items, 
made 26,052 mentions of newspapers read . . . and 
7,975 or 59% mentioned The News! 


Regardless of what you sell in New York, a 
majority of your customers are News readers 
. » . because The News reaches 7 in 10 New 
York City families . . 
easiest and cheapest way of reaching a majority of your 
customers and prospects in New York City . . . in any 
locality, social or economic group. No combination of 
newspapers today is a substitute for The News. 

And no newspaper can tell you more about your 
prospects and potential in the New York market than 
The News . . . first in information as well as influence. 

A copy of this Liquor Survey will be sent on request 
to any advertiser or advertising agency on record. 


13,512 customers were asked 


. is by all odds the 


THE WNEWS 


New York’s Picture Newspaper 


ae 


A study of 


liquors bought 


newspapers read 
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the Sun-Times...move 


s...the goods! 


Hor instance _ jewel ry 


Chicago's retailers of jewelry measure newspaper advertising power 
by RESULTS at the cash register. In 1948 RESULTS led them to 
choose The Chicago SUN-TIMES to carry more than a half-million 
lines of their total newspaper advertising linage—more than they 
placed in all other Chicago newspapers combined. These merchants 
know the Chicago market intimately. The Chicago SUN-TIMES is their 
consistent first choice for broad coverage, high ad-visibility and re- 
sponse that pays off at the cash register. Why not profit by their ex- 
perience in making up your Chicago newspaper schedules? 


cCH)hCc ACO 


In Chicago..the SUN ! 


THE PICTURE NEWSPAPER 


YJ PUBLISHED—Total Jewelry Linage 957,860 


TT ES 58.9% 
ESA er 21.2% 
ES ee 16.5% 
IID ‘incniacvinssunbiuibaeennebbiel 3.4% 


(Media Records, Feb. 1-Dec. 31, 1948) 


) TIMES moves the goods! 


TOTAL CIRCULATION 643 339 
Average Net Paid Daily x 


From Publisher's Statement to ABC, 9/30/48 
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Advertising Age, May 16, 1949 
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Aba caw ater 
Vs PINTS 
TEST DISPLAYS—Here Ray Buck Sr., sales representative of Florida Citrus Canners 
Cooperative, and George Wetmore, manager, frozen concentrate sales, for the 
co-op, look at one of the displays for Donald Duck frozen orange juice. Test cam- 


paigns will start in three cities, Oakland, Louisville and Trenton, before national 
promotion. Monroe Greenthal Co., New York, is the agency. 


HARD AT IT—It looks like a tense moment, here, for six of the 16 judges in Industrial 
Marketing’s 11th annual Business Paper Competition. Left to right are H. H. Sim- 
mons, advertising director, Crane Co., Chicago; standing, Walther Buchen, president, 
The Buchen Co., Chicago; John A. McGuire, Independent Pneumatic Tool Co., 
Aurora, Ill.; Taylor Poore, president, Tempo, Inc., Chicago; seated, Harvey T. Scrib- 
ner, president, Russell T. Gray, Inc., Chicago, and right, George J. Callos, executive 
vice-president, Klau-Van Pietersom-Dunlap Associates, Milwaukee. 


SE me a a ee 


\T ANPA CONVENTION—At one of the sessions at the New York convention of American Newspaper Pub- 
ishers Association (top, at left) are |. to r.: Harold V. Manzer, Worcester Telegram-Gazette; Thomas W. 
Nalker, Sawyer-Ferguson-Walker Co.; William C. Gittinger, CBS; Niles Trammell, NBC; Walter D. Fuller, 
curtis Publishing Co.; William A. Butler, Holland Sentinel, and David W. Howe, Burlington Free Press, out- 
going president of ANPA. Upper right: Fred Gamble, president, Four A’s, has some agency talk with 
clarence Goshorn, Benton & Bowles, chairman of the Four A’s, and David H. Woog, National Retail Dry 
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LONG-TIMERS—At a dinner May 6 celebrating the 25th anniversary of Lennen 
& Mitchell, Philip W. Lennen, chairman, is flanked by new members of the agency’s 
20-Year Club. They are John Rudolph, cashier; Myles E. Baker, manager, service 
department; Michael Modar, vice-president in charge of production; and Arthur H. 
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SAAD AFFAIR—Slogans, trademarks and products came alive 
at the first annual ball of the Twin Cities’ Society of Artists 
and Art Directors. First prize went to Ward Olmsted Jr. (upper 
left), son of the Minneapolis agency head, who dressed as the 
Green Giant of Minnesota Valley Canning Co. Other outstanding 
costumes: Mrs. Olmsted as a Schmidt's beer can; Loren Harder, 
Knox Reeves, and Mrs. Harder as Wheaties and Dutch Boy paint; 


Waldorf-Astoria, April 26-28. 


Ude, space buyer. 


Charles Roth, Batten, Barton, Durstine & Osborn and SAAD 
president, as Mr. Peanut; Ray Kauskoph, BBDO, as Sherwin- 
Williams’ “it covers the earth” trademark; Mrs. Kauskoph as a 
paint brush; Mr. & Mrs. Joseph Hunt as Uncle Ben’s rice and Aunt 
Jemima; Robert Connolly, BBDO, and Mrs. Connolly as a pair of 
Kaplan Brothers gloves; and Roger Bradfield, BBDO, and Mrs. 
Bradfield as Four Roses. 


Goods Association. Lower row: At the dinner given by U.S. Associates of the International Chamber of 
Commerce, plaques were awarded by Howard Heinz, H. J. Heinz Co., and Gardner Cowles of Look, to 
Wilbur Mueller, editor, and August Sundine, publisher, Moline Dispatch. Center: Sigurd S. Larmon, president, 
Young & Rubicam, caught in a jovial mood. Right: Mr. Cowles and Mr. Heinz present awards to John 
H. Crider, editor-in-chief, and George Akerson, publisher, Boston Herald. The convention was held at the 
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Fisheries Institute Elects 


Harald Synnestvedt Sr., pres- 


ident of the New England Fish | Cue and Charm, has been named 
to the sales staff covering the New 
York territory for Boys’ Life. 


Co., Seattle, has been elected pres- | 
ident of the National Fisheries 


Institute. 


Sackheim Agency Moves 


Ben Sackheim, Inc., advertising, 
has moved its offices to 2 W. 59th 
St., New York 19. 


‘Boys’ Life’ Names Fuller 


Roberts Joins Shannon 


cago office of the Philadelphia In- 
quirer, has joined the Chicago of- 
fice of Shannon & Associates. 


John E. Fuller, formerly with 


Hi Roberts, formerly of the Chi- 


** John! It’s just six-thirty. Have you been fired?” 


Tell them Lake Shore Engraving is taking over the rush night work. 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 


160 E. Illinois St., Chicago 11 * Phone SUperior 7- 


8216 « Day, Night and Saturday Service 


Nielsen Reports 
Radio Listening 
Down Seasonally 


Cuicaco—National Nielsen-Rat- 
ings for the week of April 3-9 
showed seasonal declines in lis- 
tening to the top-rated shows, but 
total radio usage, even though it 
was down seasonally from the last 
report, was 3% higher than during 
the same period last year. 

The leaders remained relatively 
stable, although “Duffy’s Tavern” 
(Bristol-Myers) moved up from 
3lst to 18th place; “Mr. Keen” 
(Whitehall Pharmaeal) climbed 
from 13th to seventh; “Suspense” 
(Auto-Lite) moved from 12th to 
eighth; and “Crime Photographer” 
(Toni) rose from 22nd on the last 
report to 15th on the current list- 
ing. 

“This Is Your FBI” (Equitable 
Life) skidded from 15th on the last 
report to 3lst place this time, and 
“Gene Autry” (Wrigley) slipped 
frOm 20th position to 38th place. 

The daytimers showed little 
significant change. 


Weintraub Agency to Move 
to Larger Quarters 


William H. Weintraub & Co., 
New York, has signed a $750,000 
10-year lease for larger quarters 
at 488 Madison Ave. The agency 
is now located at 30 Rockefeller 
Plaza. 

The new offices will have a 100- 
seat theater to be used for tele- 
vision auditions and sales meetings 
and a modern kitchen for product 
research and employe use. The 
agency will move on Jan. 1, 1950. 


Fairall Appoints Booton 


Loy M. Booton, formerly in the 
merchandising division of Suc- 
cessful Farming, has been ap- 
pointed an account executive of 
Fairall & Co., Des Moines. 


a strength, mail pull and 
BMB audience maps all show 
almost exactly the same cov- 
erage. They prove that WSIX 
gives 51- 
county retail trading area. In 
WSIX's 60 BMB counties 
1,321,400* people spend 
$654,888,000 yearly in re- 
tail stores alone. No wonder 


you Nashville's 


sponsors get results year after 
year with WSIX. It's a better 
buy for you, too. 


*Projected from Sales Management May '48 
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is the agency. 


se Doremus Agency 


‘to handle the 


| man’s Fund 


in the South and grasshoppers in- 
| secticides in the 
'vertising program will 
|panded within the next month. 
| Fuller & Smith & Ross, New York, 


| The San Francisco 
| Doremus & Co. has been named 


| Francisco, effective July 1. 


North. The ad- 
be ex- 


office of 


advertising of Fire- 
Insurance Co., San 


Jelke Appoints Bennett 


Harry W. Bennett Jr., formerly 
with Station WVET, Rochester, N. 
Y., has been appointed advertising 


Adve 
National Nielsen-Ratings of Top Radio Programs Bre 
Week of April 3-9, 1949 Cai 
All figures copyright by A. C. Nielsen Co. 
Current Rating ] nd 
Current Previous Homes Poin 
Rank Rank Program (000) % Chane NE’ 
EVENING, ONCE-A-WEEK tising 
1 1 Ree RGD TRIO. vc ccvcccccvsesccscccsces 11,776 31.3 —2.7 the U 
2 2 Godfrey's Talent Scouts................cc00ee 9,218 24.5 —18 pee 
3 _ & | 335 ep re Sp aepe .. 9,142 24.3 +25 achie’ 
4 a + i i ‘SP eeeeeereepanmp scenic: 051 21.4 +08 the ir 
5 4 ae een cet nen Kel 8,051 21.4 —21 ae, 
6 3 Fibber McGee and Molly.............. 20000005 7,713 20.5 —47 on a. 
7 13 St errr rrr rer re 7,374 19.6 +13 dustr 
8 12 ce cc cious names ses beenste se 7,111 18.9 +04 : 
Q ll OG cibiimalne aban 6,885 18.3 —04 found 
10 8 re 6. vasi ewe candtenves dae 6,847 18.2 09 and ¢ 
ll 6 ea te aets a ods o's euedaxk banaue 6,697 17.8 35 2 
12 NS os no dss sem ccdaeee eho 584 17.5 05 Astor 
13 19 Pere 6,584 17.5 4+-0.3 “Or 
14 16 Adventures of Sam Spade...... 6,471 17.2 —0.5 tt 
15 22 Crime Photographer .............. 6,434 17.1 403 tect t 
16 Ds cca cvas ceccveedeuccescen 6,434 17.1 —19 Presic 
17 23 WE Oe IG si ccc ce cccscccescescece a 16.9 +0.4 . 
18 > MI ce oo, ss okeudiaawen'es 6.283 16.7 $1.4 Usi 
19 18 PS os kes cbesccesbnteceawie 6,245 16.6 0.7 week] 
20 21 > § | 3 ere 6,133 16.3 0.5 nolie 
EVENING, MULTI-WEEKLY “Beer 
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WEEKDAY pate 
1 1 Arthur Godfrey (Liggett & Myers)............. 4,552 12.1 —0.4 conve 
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4 4 Young Widder Brown.................-..--.. 3,725 9.9 —0.1 pro 
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7 3 Arthur Godfrey (Nabisco).................... 3,461 9.2 —1l1 ne 
8 10 ie as ox egde weeeeeatede 3,461 9.2 0.3 natior 
9 13 ET a er 3,386 9.0 +0.1 adver 
10 6 cos. onwai «Gees eoereewae be 3,348 8.9 —0.8 
ll 12 er rr ee rT 3,348 8.9 0.2 sales 
12 7 ee 3,273 8.7 0.9 
13 9 ee . jot ee vacieareeeneiss ckeaues 3,236 8.6 0.9 
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15 bX EE oe Jind bata Ca do de Reed eek Sis ak 3,198 8.5 0.0 i ‘ 
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2 2 i os tte wey 5 eae whee 6% 4,139 11.0 +-0.7 
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DAY, SUNDAY A d 
1 2 True Detective Mysteries. .... 2... ccccncesccnes 3,913 10.4 0.5 . 
2 p | ae Oui é obeed sebveriues 3,461 9.2 2.6 
3 4 coo fe pak pe sees ena ekes 3,236 8.6 0.1 0 fe. 
Hercules Promotes Toxaphene |George O’Hanlon for Tums 
in First Consumer Drive The George O’Hanlon show, a 
Hercules Powder Co., Wilming-| Situation comedy, will be Tums’ Name_ 
ton, Del., is launching one of its|SUmmer replacement for Alan 
first consumer campaigns this| Young, who will take a 13 weeks Firm 
month to promote toxaphene in-| Vacation starting July 12. The pro- — 
secticides for use against common| 8ram is heard Tuesday at 8:30 
cotton insects and grasshoppers. | P.™., EDT, over NBC. Dancer- Street - 
Twelve farm papers, 50 news-| Fitzgerald-Sample will produce 
papers and 20 radio stations will the show. City 
promote the cotton insecticides 


and sales promotion manager of ficer ¢ 
John F. Jelke Co., Chicago, a di- 
vision of Lever Brothers Co. Sand 
Che 
Gerrard to Jahn & Ollier appoir 
C. D. Gerrard has been ap- Mine | 
pointed divisional sales manager burgh. 
in charge of city sales of Jahn & pany 1 
Ollier Engraving Co., Chicago. ing in 
advert 
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...Use the Courier-Express 
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In 1948 the Courier-Express 
carried 63% of all men’s wear 
linage in Buffalo. It has led 
in this classification every 
year since 1933. And it leads 
in the women’s wear field, too. 
That is why it’s safe to select 
Buffalo’s morning and Sunday 
newspaper as your first choice. 

Your dollar in the Courier- 
Express buys greater impact 
on the families with more 
money to BUY your product. 
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Brewers Map Ad 
Campaign to Hold 
Industry's Gains 


New YorK—The national adver- 
tising campaign put on in 1948 by 
the U. S. Brewers Foundation has 
achieved tremendous results for 
the industry and will be continued 
on a full scale again this year, in- 
dustry leaders declared at the 
foundation’s 73rd annual meeting 
and convention at the Waldorf- 
Astoria here. 

“Only continued efforts will pro- 
tect the industry’s gains,” asserted 
President E. W. Lahey. 

Using magazines, daily and 
weekly newspapers and other pro- 
motional media to push the theme, 
“Beer belongs, enjoy it,” the cam- 
paign has achieved four definite 
results, it was said at an advertis- 
ing presentation held during the 
convention. 

They are: A marked decrease in 
prohibition sentiment, a greater 
social acceptance of beer in the 
home, a reversal of the attitude of 
national magazines toward beer 
advertising, and a sharp boost in 


sales 


NEW Subscription Order Form... 


= a 


12 Publishers Form 
Subscription Group 


Twelve magazine publishing 
companies will be represented in 
a new permanent organization, 
Subscription Fulfillment Man- 
agers Association, to discuss and 
help solve the problems of maga- 
zine subscription fulfillment. 

Officers are: Ralph Picinich, 
Macfadden Publications, president; 
C. Kleupfel, The New Yorker, 
treasurer, and Irving Ertis, Tri- 
angle Publications, secretary. 


Joins Sherman & Marquette 


Jack C. Griffin, formerly a sales 
and marketing executive of Booz, 
Allen & Hamilton, management 
consultant, has been named an ac- 
count executive of Sherman & 
Marquette, Chicago. 


Rand Vacuum Centers to Howe 


LeLand K. Howe Associates, 
New York, has been appointed to 
handle the advertising of Rand 
Vacuum Centers of Brooklyn. Met- 
ropolitan newspapers and radio 
will be used. 


Coggins Forms Own Agency 


Norbert F. Coggins, formerly ac- 
count executive of Ben Kaplan, 
Providence, R. I., has formed his 
own agency, Norbert F. Coggins 
& Associates, at 49 Westminister 
St., Providence. 


Gets Shoe Account 

M. L. Winkler Co., St. Louis, 
has been appointed to handle the 
advertising of Tober-Saifer Shoe 
Mfg. Co., St. Louis, for its new line 
of Orchid casuals. 


First in buying power 
in the State of Indiana 


. Effective Buying Income Per Family in Fort Wayne 
for the year 1948 amounted to $6791 . . . highest in the 
State of Indiana. (Sales Management—May 10, 1949.) 
A great newspaper covers a great market. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO. NEW YORK .. CHICAGO DETROIT 


PITTSBURGH FEELS LIKE A BILLION DOLLARS 


Pittsburgh’s clearing ground for two skyscrapers and 


planning at least four others. Pittsburgh’s spending 


tural plant. 
mprovement 


1's up to its 


' Point Park 


Please enter immediately my subscription to 


Advertising Age for 
() Two Years at $5.00 


[) One Year at $3.00 


() Three Years at $6.00 | 


Kelsey-Hayes Wheel has moved into McKeesport. 
GM’s moved into Ambridge and is building in West 
Mifflin. Continental Can is building here. J&L is im- 
proving its Pittsburgh and Aliquippa works. Only the 
Chamber of Commerce knows all the famous and not- 
so-famous businesses backing their faith in Pittsburgh 


with money. 


ARMSTRONG 


() Payment enclosed [7 Bill me later (7) Bill my firm BUTLER 
Name. Title - 
Firm LUD Ee /EGHENY 
me AY EXTENSION z 
POINT PARK 
City Zone. State — ON-U.S. STEEL 
}CRAPER 
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ficer of the Coast Guard. 


Sanderson Appointed A. M. 


Chester H. Sanderson has been 
appointed advertising manager of 
Mine Safety Appliances Co., Pitts- 
burgh. He has been with the com- 
pany for more than 20 years, serv- 
ing in the direct mail, display and 
advertising departments. 


(Advertisement ) 


Heads Adler Shoes 


5 cash M. Adler as been elected 
pesident and treasurer of Adler Shoe 
Sores, which has announced that in 
aidition to eighteen stores in New 
York’s metropolitan area the com- 
bony has established twelve new agen- 
“es in the East and Mid-West. Mr. 
‘ler reads The Wall Street Journal 
ry day. So do 32,388 other company 
sidents (of a total daily audience 
233,641). These executives are a tre- 
‘ndous and influential market. If 
u_ sell industry and want more 
Sults from your advertising dollars, 
1u should put The Wall Street Jour- 
ial at the head of your list. 


100 EAST OHIO STREET - 


? _ SKYSCRAPER 
= KELSEY HAYES WHEEL PLANT 
WASHINGTON 


It’s happening right in the front yard of The Pittsburgh 


Press. 


These projects are well within the 8-county 


Pittsburgh retail trade area where The Press is domi- 


nantly No. 


1 in circulation. 


More than half are in 


Metropolitan Pittsburgh—where 7 out of 10 families 


read The Press. 


Advertisers give The Press the nod as No. | news- 
paper in this progressive market with a bright future. 
Last year The Press published 25,769,965 lines of ad- 
vertising—more than any Pittsburgh newspaper ever 
before published. This year The Press is again increas- 
ing its margin of leadership. 


REPRESENTED BY the 
General Advertising De- 
artment, Scripps-Howard 
\ewspapers, 230 Park Ave., 
New York C ity. Offices in 
Chicago, Cincinnati, Detroit, 
Fort Worth, Philadelphia, 
San Francisco. 


Nal 


> 


INDIANA 


PITTSBURGH PLAYHOUSE 


\ 
PITT $20,000,000 BUILDING 
PROGRAM 


CARNEGIE TECH 
GRADUATE SCHOOL 
OF INDUSTRIAL 
MANAGEMENT 


CONTINENTAL CAN PLANT 


WESTMORELAND 


N 


FAYETTE 


N 


TOTAL ADVERTISING LINES 
FIRST QUARTER 


1948 1949 Change 
PRESS (e) 6,672,330 7,064,820 +392,490 
PRESS (5S) 3,336,241 3,540,845 +204,604 
Post-Gazette (m) 5,092,447 5,073,844 — 18,603 
Post-Gazette (S) wee eeees 339,537 +339,537 
Sun-Telegraph (e) 5,624,054 5,616,518 — 7,536 
Sun-Telegraph (S) 3,033,940 3,099,256 + 65,216 


Sunday figures include all supplements 
Source: Media Records, Inc. 


Call on your Press Representative for latest infor- 
mation about the Pittsburgh market. Every Seripps- 


Howard Representative is a Press Representative. 


“The Pittsburgh Press 


In City Circulation— In Classified Advertising In Retail Advertising — 
In General Advertising —In Total Advertising 


i ee ee ee Sg A ii. Sa A eatin one o_o i ie a 2s 
Sa os) Ag SS EE I Ri i aS ee or Ce tee. WI ees ecg oO, i Gea Pe Or si ali tal a ae Cpe eee er a ee oe 
Ng 
ae 
Poin: ee = oa 
Chan e ' ; 
pout, beak 
| ser ss . 
4 
. at 
a 
er ge 
' : a 
: 
ae . 
ee sl 
po 
+-0.7 Po : 
7 
—0.5 
2.6 
—0.1 
a: es 
—S- 2 
‘ eee 
— er 
i Z 
oe 
oe 
Ree §=8=§6CHICAG 1, ILLINOIS ee aie 
erly 01 5 “e 
a - pS 
ising Tages —— is 
eases 
' di- PO woe IR teeevere 
Ro ceseeess 
es comy eC 
tet | eee x 
One i} eee 4 
ee one 
Bs & | 
= crore ee 
4 na Posters — 
a is S ; : 
in & Petan es d oate, N . 
5 ‘ - 
nih — i. 
‘ iy 
. i 
Tae ee tet ME ‘2 
ltl ( (‘( err inet 
————-——( i i‘“‘ié‘“CiéC llr a eee 
. Ss — iets 
y | Joa _ a a 
Nae? “ iat a 
— : ee ei 
*- : aie j = 
& i. ee et) 
re amo Pig "4 . : ae 
% ——_ MOS ey, PC 7 
. m, ia nis <p a 
| 6 ie ’ ie Bye ety 
he ee s = oe 
SS —— siete 
ce aa : — Jen 
d Us, 75. sn ep a ae <a ce 
. ib 3 e*. oa" i Oo ig ” 2) a 
__S “ oe 7 wid 
 —_: g ore +: of” ve, a 
M4 es * : i? # 93 a yee 
‘ be 2 j a 
———oOOOO bd " a 
iz ——SS—" \ i 
ae : - 
. —— pitt isa 
i ose 
oe en ee 
—_—— ss ie 7 
—— ee 
j =—— Se Bk 
= eis 
“TS ‘x ~~ == i Si 
~~ ‘ ~~ > % ‘ i : 
| SCRIPPS HOWARD | ae 
Cree e. 
d sina 
. ey. 4 . ee ; ? F , ’ ' e a < 
Li: SRA en Saat ie . ee ey rare” Mise oo Sea ee : ase ‘ ; j F Dh Gs BONE Ee aie : : aa art ig et i‘ ae . waa Gee Sets a 
dai ie ear et ho 3. als ae eee eee aac eS eS RPT Ney? Tox, See ASE SHS Bh ni A Pe Ng ami ee ha he = ot SR sere ae earn Satan ga aR oe Oe ee eee ma eT bests Sieg oh SENT AUN 9 eee 35" 


ots 


' 


s 
hie 

“a 
i 


eee 


Fisheries Institute Elects 


Harald Synnestvedt Sr., pres- 
ident of the New England Fish 
Co., Seattle, has been elected pres- 
ident of the National Fisheries 


‘Boys’ Life’ Names Fuller 


John E. Fuller, formerly with 
Cue and Charm, has been named 
to the sales staff covering the New 
York territory for Boys’ Life. 


Institute. 


Sackheim Agency Moves 


Ben Sackheim, Inc., advertising, 
has moved its offices to 2 W. 59th 
St., New York 19. 


Roberts Joins Shannon 

Hi Roberts, formerly of the Chi- 
cago office of the Philadelphia In- 
quirer, has joined the Chicago of- 
fice of Shannon & Associates. 


DAY & 


... Life in the production department 


‘* John! It’s just six-thirty. Have you been fired?”’ 


Tell them Lake Shore Engraving is taking over the rush night work. 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 


160 E. Illinois St., Chicago 11 * Phone SUperior 7-8216 « Day, Night and Saturday Service 
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a strength, mail pull and 
BMB audience maps all show 
almost exactly the same cov- 
erage. They prove that WSIX 
51- 
county retail trading area. In 
WSIX's 60 BMB counties 
1,321,400* people spend 
$654,888,000 yearly in re- 
tail stores alone. No wonder 


gives you Nashville's 


sponsors get results year after 
year with WSIX. It’s a better 
buy for you, too. 


*Projected from Scles Management May '48 
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National Representative: The Katz Agency, Inc. 


5000 WATTS * 980 KC * ABC 
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100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


| Fuller & Smith & Ross, New York, 
is the agency. 


Appoints Doremus Agency 


| The San Francisco office of 
Doremus & Co. has been named 
to handle the advertising of Fire- 
man’s Fund Insurance Co., San 
Francisco, effective July 1. 


Nielsen Reports National Nielsen-Ratings of Top Radio Programs 
Do Se - lly All figures copyright by A. C. Nielsen Co. 
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F Current Rating 
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and sales promotion manager of 
John F. Jelke Co., Chicago, a di- 
vision of Lever Brothers Co. 


Gerrard to Jahn & Ollier 

C. D. Gerrard has been ap- 
pointed divisional sales manager 
in charge of city sales of Jahn & 
Ollier Engraving Co., Chicago. 
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at Buffalo’s Men and 
Women Who Buy 


...Use the Courier-Express 


In 1948 the Courier-Express 
carried 63% of all men’s wear 
linage in Buffalo. It has led 
in this classification every 
year since 1933. And it leads 
in the women’s wear field, too. 
That is why it’s safe to select 
Buffalo’s morning and Sunday 
newspaper as your first choice. 

Your dollar in the Courier- 
Express buys greater impact 
on the families with more 
money to BUY your product. 
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Brewers Map Ad 
Campaign to Hold 
Industry's Gains 


New YorK—The national adver- 
tising campaign put on in 1948 by 
the U. S. Brewers Foundation has 
achieved tremendous results for 
the industry and will be continued 
on a full scale again this year, in- 
dustry leaders declared at the 
foundation’s 73rd annual meeting 
and convention at the Waldorf- 
Astoria here. 

“Only continued efforts will pro- 
tect the industry’s gains,” asserted 
President E. V. Lahey. 

Using magazines, daily and 
weekly newspapers and other pro- 
motional media to push the theme, 
“Beer belongs, enjoy it,” the cam- 
paign has achieved four definite 
results, it was said at an advertis- 
ing presentation held during the 
convention. 

They are: A marked decrease in 
prohibition sentiment, a greater 
social acceptance of beer in the 
home, a reversal of the attitude of 
national magazines toward beer 
advertising, and a sharp boost in 
sales. 

In 1940, the presentation re- 
vealed, only 31% of the nation’s 
21,000,000 families served beer in 
the home, while 49% of the present 
24,000,000 families serve beer. In 
1940, 38% of the population 
favored prohibition, while today 
only 35% favor it. Prohibition 
sentiment in rural areas, the big 
source of dry strength, has dropped 
from 52% in 1940 to 45% today. 
Industry benefits from the adver- 
tising campaign are reflected in a 
rise in sales from 50,000,000 bar- 
rels in 1940 to 87,000,000 barrels 
last year, an increase of 70%, it 
added. 


FCC Nominates Webster 


Edward M. Webster has been 
nominated for a new seven-year 
term on the Federal Communica- 
tions Commission. Appointed in 
1949 to fill an unexpired term, 
Commissioner Webster was for- 
merly chief communications of- 
ficer of the Coast Guard. 


Sanderson Appointed A. M. 


Chester H. Sanderson has been 
appointed advertising manager of 
Mine Safety Appliances Co., Pitts- 
burgh. He has been with the com- 
pany for more than 20 years, serv- 
ing in the direct mail, display and 
advertising departments. 


(Advertisement) 


Heads Adler Shoes 


lerbert M. Adler has been elected 
sident and treasurer of Adler Shoe 
res, which has announced that in 
lition to eighteen stores in New 
rk’s metropolitan area the com- 
_y has established twelve new agen- 
> in the East and Mid-West. Mr. 
ler reads The Wali Street Journal 
ry day. So do 32,388 other company 
Presidents (of a total daily audience 
0! 233,641). These executives are a tre- 

ndous and influential market. If 
» 4 sell industry and want more 

sults from your advertising dollars, 
you should put The Wall Street Jour- 
nal at the head of your list. 
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12 Publishers Form 
Subscription Group 


Twelve magazine publishing 
companies will be represented in 
a new permanent organization, 
Subscription Fulfillment Man- 
agers Association, to discuss and 
help solve the problems of maga- 
zine subscription fulfillment. 

Officers are: Ralph Picinich, 
Macfadden Publications, president; 
C. Kleupfel, The New Yorker, 
treasurer, and Irving Ertis, Tri- 
angle Publications, secretary. 


Joins Sherman & Marquette 


Jack C. Griffin, formerly a sales 
and marketing executive of Booz, 
Allen & Hamilton, management 
consultant, has been named an ac- 
count executive of Sherman & 
Marquette, Chicago. 
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Rand Vacuum Centers to Howe 


LeLand K. Howe Associates, 
New York, has been appointed to 
handle the advertising of Rand 
Vacuum Centers of Brooklyn. Met- 
ropolitan newspapers and radio 
will be used. 


Coggins Forms Own Agency 


Norbert F. Coggins, formerly ac- 
count executive of Ben Kaplan, 
Providence, R. I., has formed his 
own agency, Norbert F. Coggins 
& Associates, at 49 Westminister 
St., Providence. 


Gets Shoe Account 

M. L. Winkler Co., St. Louis, 
has been appointed to handle the 
advertising of Tober-Saifer Shoe 
Mfg. Co., St. Louis, for its new line 
of Orchid casuals. 


First in buying power 
in the State of Indiana 


. Effective Buying Income Per Family in Fort Wayne 
for the year 1948 amounted to $6791 . . . highest in the 
State of Indiana. (Sales Management—May 10, 1949.) 
A great newspaper covers a great market. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO. NEW YORK CHICAGO DETROIT 


PITTSBURGH FEELS LIKE A BILLION DOLLARS 


Pittsburgh’s clearing ground for two skyscrapers and 


planning at least four others. Pittsburgh’s spending 


50 million dollars on its educational and cultural plant. 


Pittsburgh’s investing over a billion in improvement 


and expansion of its industry. Pittsburgh’s up to its 


neck in new highways, new bridges, a new Point Park 


and a fabulous new airport. 
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Kelsey-Hayes Wheel has moved into McKeesport. 
GM’s moved into Ambridge and is building in West 
Mifflin. Continental Can is building here. J&L is im- 
proving its Pittsburgh and Aliquippa works. Only the 
Chamber of Commerce knows all the famous and not- 
so-famous businesses backing their faith in Pittsburgh 


with money. 
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BEAVER 


BUTLER 


—— 


ZZ 


ARMSTRONG 


J& PLANT 
G. M. PLANT 


PITTSBURGH PARKWAY EXTENSION 


e 
GREATER PITTSBURGH AIRPORT 


KELSEY HAYES WHEEL PLANT 


WASHINGTON 


POINT PARK 


NEW MELLON-U.S. STEEL 
SKYSCRAPER 


NEW ALCOA SKYSCRAPER 


It’s happening right in the front yard of The Pittsburgh 


Press. These projects 


are well within the 8-county 


Pittsburgh retail trade area where The Press is domi- 


nantly No. 


1 in cireulation. 


More than half are in 


Metropolitan Pittsburgh—where 7 out of 10 families 


read The Press. 


Advertisers give The Press the nod as No. | news- 
paper in this progressive market with a bright future. 


ay 


Last year The Press published 25,769,965 lines of ad- 
vertising—more than any Pittsburgh newspaper ever 
before published. This year The Press is again increas- 
ing its margin of leadership. 


REPRESENTED BY the 
General Advertising De- 
gostenent, Beelagecaeraee 

ewspapers, 230 Park Ave., 
New York City. Offices in 
Chicago, Cincinnati, Detroit, 
Fort Worth, Philadelphia, 
San Francisco, 
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INDIANA 


eee ty PLAYHOUSE 


PITT $20,000,000 BUILDING 
PROGRAM 


CARNEGIE TECH 
GRADUATE SCHOOL 
OF INDUSTRIAL 
MANAGEMENT 


CONTINENTAL CAN PLANT 


WESTMORELAND 
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TOTAL ADVERTISING LINES 
FIRST QUARTER 


1948 1949 Change 
PRESS (e) 6,672,330 7,064,820 +392,490 
PRESS (5S) 3,336,241 3,540,845 +204,604 
Post-Gazette (m) 5,092,447 5,073,844 — 18,603 
Post-Gazette (S) wwe eee ee 339,537 +339,537 
Sun-Telegraph (e) 5,624,054 5,616,518 — 7,536 
Sun-Telegraph (S) 3,033,940 3,099,256 + 65,216 


Sunday figures include all supplements 
Source: Media Records, Inc. 


Call on your Press Representative for latest infor- 
mation about the Pittsburgh market. Every Scripps- 


Howard Representative is a Press Representative. 


In Retail Advertising — 


In City Circulation In Classified Advertising 
No In General Advertising —In Total Advertising 
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Reader Finds a Paradox 
in AA ‘Harper's’ Ad 

To the Editor: Your April 18 is- 
sue contains an advertisement with 
a peculiar paradox... 

In the ad signed “Harper’s Mag- 
azine Makes Opinion,” Harper's 
quotes from an article which puts 
the blame for poor car design to- 
day on advertising men. It says— 
“Increasingly for a generation our 
automobiles have been designed 
not by technical: experts but by 
sales executives and advertising 
men intent upon producing a ‘big 
package’ which will solve their 
selling problems. Meanwhile the 
job of the engineer within the in- 
dustry has grown more difficult 
each year. He is expected somehow 
to fit a functioning machine into 
the body forms and around the 


This department is a reader’s forum. Letters are welcome. 


luxury accessories dreamed up by 
the sales and advertising moguls.” 

Now, to me, the paradox is this 
—Harper’s ran the ad in ADVERTIS- 
ING AGE to impress “sales and ad- 
vertising moguls” with the impor- 
tance of using their book. And in 
the copy they slap those same “mo- 
guls” in the face. 

What kind of selling is this any- 
way? 

Actually, even the premise is 
absurd. I hate to think what our 
auto industry would have been 
like if engineers had dominated 
design. Pride in owning the latest 
model is still the biggest reason for 
purchase and has sold more cars, 
kept more men at work in De- 
troit, than all the engineering fac- 
tories ever devised. 


The point I raise is—there are 


a lot of pot shots taken at adver- 
tising, fairly and unfairly. But why 
should a magazine soliciting ad- 
vertising in an advertising paper 
go out of its way to do it? 
A. R. Torre, 

Manager, Advertising and In- 

dustrial Press Department, Al- 

lis-Chalmers Mfg. Co., Mil- 

waukee. 
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Features—and Men—Help 
Sell Major Appliances 

To the Editor: I read over the 
comments in the Creative Man’s 
Corner, April 25 issue of ADVER- 
TISING AGE, with a lot of interest. 

The author uses a Lewyt vacuum 
cleaner advertisement as an ex- 
ample of something—I can’t tell 
just what. Perhaps he means that 
the ad was a good one, despite the 


| 


it pays to use 
both hands 


to sew up 
Big St. Louis 
(America’s 8th largest market) 


You'll wield your 

Ad needle 

like an expert 

with a substantial schedule 
in The St. Louis Star-Times. 


178,089 responsive 


Star-Times reader families 


give you the essential low cost 


PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


fact that it violated some of the 
sacred cows of advertising—if so, 
he would be right. 

Not only were the number of 
coupons exceedingly high, but 
also the handwritten letters and 
postcards were far above the usual. 
And—believe it or not—about 90% 
of those result in sales. In addition, 
the Starch ratings were higher 
than those on any other major 
appliance in that particular issue 
of The Saturday Evening Post, I 
am informed by our agency. 

Our advertising agency—Hicks 
& Greist—in our opinion, did an 
excellent job in emphasizing 
the feature, “No Dust Bag to 
Empty.” They, unlike so many ad- 
vertising practitioners, recognize 
the fact that features sell appli- 
ances. They realized the fact also 
that the features stressed would 
appeal to women, more than some 
devious message, because it sug- 
gested the elimination of the dis- 
tasteful task of emptying the dust 
bag. And they recognized the fact 
also that men must be interested as 
well as women, for they often in- 
stigate such sales—often have to 
approve them. 

Appliance advertising is some- 
times a mystery to many adver- 
tising people—yet it need not be, 
for the answer is a straightforward 
presentation of features. In addi- 
tion, major appliances are durable 
goods, and the dainty, cosmetic 
treatment is not effective—even 
though women use the product. 

At the risk of incurring the 
wrath of some of the professional 
feminists, I can say—based upon 20 
years of experience—that it is dif- 
ficult to pioneer any electrical ap- 
pliance through women—that men 
and women have to be interested, 
before real progress is made. Ig- 
noring this is the big mistake 
which copywriters, media men, ac- 
count executives, and advertising 
managers make. That is one rea- 
son why some excellent major ap- 
pliances, despite large expendi- 
tures, have never even approached 
leadership. 

The appliance business is “show 
business”—the bigger and better 
the show, the greater the volume. 
But, to stage a good show means 
that the strategy of advertising 
must be understood—and unfortu- 
nately, not enough people under- 
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stand the technique. And it a so 
means that a good advertising m in 
must be a good merchandis ng 
man, or at least have a clear vn. 
derstanding of it, although there 
are many who will dispute t).at 
point. 

At any rate, we are perfec |y 
happy about the results obtained 
from the advertisement, which vy as 
the subject of the article. Believe 
it or not, it is advertisements like 
these which are rapidly buildiny a 
tremendous public acceptance ‘or 
our product—and we place public 
acceptance far above every other 
assistance which we can give to 
the retail salesman. 

WALTER J. DAILy, 

Manager, Vacuum Cleaner 

Division, Lewyt Corp., Brook- 

lyn. 


To the Editor: Your comment in 
the April 25 issue of ADVERTISING 
AGE [asserting that a Lewyt vac- 
uum cleaner page was “essentially 
a masculine ad’! has me baffled 
because the Starch Report for this 
ad in the March 19 issue of The 
Saturday Evening Post reveals that 
it rated among men and women as 
follows: 


Men Women 
Noted 89 (58) 142 (30) 
Seen-Assoc. 99 (54) 142 (29) 
Read Most 129 (46) 400 (9) 


Inasmuch as our copy of the 
Starch Report for the Post arrived 
today, I wonder if this is another 
case where the ratings for the ad 
in a women’s book were much 
poorer than those for women 
readers of a weekly. 

D. S. ELrop, 

Vice-President, Erwin, Wasey 

& Co., Chicago. 

i | 
Agency Series Holds Interest 


To the Editor: The writer has 
been very interested in following 
your series on “Why Advertisers 
Change Agencies”; it seems to me 
that all of us in the business could 
well learn a great deal from this 
type of study. 

I am looking forward with inter- 
est to following the next series 
reviewing the relationship from the 
agency standpoint. As a matter 
of fact we are clipping each article 
and putting it in a permanent file 
in order that all of our account 
men may refresh their memory 
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“$13,425.00 Mail- 
Order Response 
from Ad-Cost of 


Mail-Order 


Two Color 


ers alike. 


"The Most Accurate Meas- 
ure of Reader-Audience 
is Mail-Order Response!"' 


more 1 000,000 


IF YOU SELL BY MAIL—YOU CAN USE 
THIS “PLAN"— Ad No Extra Cost 


each advertising do 


Shirts, Cameras, Pipes—Clocks, 
Dog Products, Seat Covers, Greetin 
Motors. .. . 
Children, Home or Office, this amazing response-prov:d 
"plan'' should produce volume ORDERS from more th.n 
853,000 Family-Subscribers. .. . 
Mail Orders produced to date for firms whose advert 
ing ‘"Plan"* 


DON’T MISS THIS “MONEY-BACK” OFFE: 


Mame your own space... . 
‘Paid-Out" orders for big and little advert - 
Here is your opportunity to get your ''Mone 
Back" with a substantial profit besides! Get your prof 
able results started almost at once by sending your te‘ 
order for next issue. 


ground of ' 


$ tat < - SEND NO MONEY 
se 7 Rush Your Order Today 

Established Over 0 853,000 Net 

70% Repeat Record id Paid Home Circula- 

During the past twelve months tion 

(and currently) over 70% of 

oo wate Se @ Rates: Line, $3.00 

sone. ar Sur ceentte, Inch, $42.00 

profitable results could estab- Column, $400.00 


lish such an outstanding re- 
peat-order record. . . 
2 weeks before results start 
coming back to you. . . . Per- 
fect timing for quick response, 
« « « Quick repeat insertions for 
more responses! 
day—or write for copy of latest 


Amazing \ivertising “Plan” Produces 


MAIL ORDERS 


firms eget receiving as high as $10.00 for 


- ar invested in this ne seg ne 9g 

$1 500.00 Mail-Order "Plan . . . Pens, Water Heaters, Radics, 
id Lighters, Wallets, Plants, Trees, Paint—Jackets, Dresses, 
Dress Fishing Poles, Jewelry, Tobacco, Furniture, Watches — 
Advertiser Prefab Homes, Auto Products, Lamps, Compasses, | 


oys, Wall Cleaners, Too 5, 
9 Cards, Outboad 
If your product appeals to Men, Women, 


Yes, over 1,000,0°0 


includes MOOSE MAGAZINE. 


Covers, Column Space, one inch ads . . 
There is a substantial ba 


. To press 


@ ToPress On the 25th. 
853,000 Home Deliv- 
eries 15th of Next | 
Month 


Send Order to- 


MOOSE MAGAZINE—DEPT. 
737 North Michigan Ave. 


Chicago 11, liline!: 
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o-easionally on this subject. 

You are to be complimented on 
this program. 

| seem to recall that some time 
avo you did a similar series on 
Avency Presentations. However, 
we did not, at that time, have the 
foresight to preserve them. If you 
dij such a series, would it be pos- 
sinle for us to have either the 
magazines, clippings or reprints 
of those which you may have. If 
so. we would appreciate your send- 
ing them to us together with any 
charges there may be. 

GEORGE WEBER, 
Mac Wilkins, Cole & Weber, 
Seattle. 


AA has not published a series 
on agency presentations, but copies 
of the famous study, “Advertising 
Agency Functions and Compensa- 
tion” are still available at 75¢ 
each. The present series will be 
available in reprint form as soon 
as it has been completed. 


Michigan Bell Telephone 
‘Humanizes’ Annual Report 


To the Editor: I sent you a copy 
of our annual report last year with 
the comment that you might be in- 
terested in seeing our attempt to 
humanize financial matters. The 
enclosed Annual Report for 1948 
might also be interesting to you. 
I hope we haven’t lost any of the 
humanizing of financial results in 
this report but, as you can see, 
this report emphasizes the im- 
portance of an adequate return to 


enable the business to improve and 
expand service to the public and 
remain a good place for employes 
to work. 

As in the past, copies of the re- 
port are being mailed to the homes 
of all employes. 

The enclosed advertisement, 
which is appearing in our terri- 
tory this week, is also an attempt 
to make what is normally a rea- 
sonally dry subject palatable and 
readable. 

T. M. PEGRAM, 

Ceneral Public Relations Su- 

pervisor, Michigan Bell Tele- 

phone Co., Detroit. 
gee 


Suggests a Deal 

T. the Editor: Don’t you agree 
that the Walk Over shoes adman 
Owe the John Ward adman a 
drin< for this beautiful blooper? 

Harry SIEGEL, 

Sdney Lewis & Associates, 

New York. 

1 1e newspaper ad referred to by 
Mr Siegel (placed by John Ward, 
div sion of Melville Shoe Corp.) 
‘Ss eaded: “Let’s walk over—it’s 
on’ a mile or so!” 

see 


Ore Small Agency 
ls <nough for Gardner 

the Editor: Please thank 
TR. igh Proofs” for this week men- 
Oo ng your last week’s story 
ao it us. 

the other part of that story 

gh, I wish he hadn’t called 
1 Gardner quits big agencies to 
5U d ssmall ones.” No _ plural, 
Di ise. We’re having enough fun 
ding this good small one. 


} 


AA gets read! The response to 
your April 18 story has been great. 
C. RALPH BENNETT, 
Vice-President and Creative 
Director, Fred Gardner Com- 
pany, New York. 


Thinks Newspapers Still 
Shy Away from Radio News 


To the Editor: I was most inter- 
ested by the article entitled 
“Footnotes” by G. D. Crain Jr. 
in the April 25 issue of ADVERTIS- 
ING AGE wherein Mr. Crain quotes 
rather extensively from the writ- 
ings of William Randolph Hearst. 
I don’t know whether Mr. Hearst’s 
adroit switch when he got to the 
discussion of radio was as obvious 


to others as it was to me, but cer-| 


personalities; 


tainly a radio man would have 
noticed the following omission: 

In discussing the advent of au- 
tomobiles and golf, and their effect 
on newspapers, Mr. Hearst says 
“They read the newspapers to get 
some of their information about 
these things.” In discussing mov- 
ing pictures, he says “They read 
the newspapers just the same and 
read about the moving pictures in 
the newspapers.” 

However, when Mr. Hearst 
comes to radio, he says nothing at 
all about people turning to their 
newspapers to read about the radio 
mainly because 
newspapers have very obviously 
neglected complete and compre- 
hensive radio coverage. He is 
quoted as saying merely that radio 


gave “the people a more intense 
interest in many of the events and 
individuals that the newspapers 
kept the people informed about.” 

This is a rather involved and 
inept statement of facts, and I am 
willing to bet the price of a volume 
of selections from the writings and 
speeches of William Randolph 
Hearst that it derived from the fact 
that he could not conscientiously 


say that people could turn to their 
newspapers and read about the 
radio. 

I realize Mr. Hearst made this 
statement back in 1930, but I don’t 
think the past 19 years have seen 
the situation improve to any great 
degree. 

JOHN WILKOFF, 
Promotion Manager, WCOP, 
Boston. 


with KANSAS FARMER 


“We have always advertised in Kansas Farmer. It is first 
on our advertising list and has never failed to get fine 
results for us’’—so say—Earl and Curtis Phillips, Route 4, 
Manhattan, Kansas, sons of the late K. W. Phillips. They 
have been regular advertisers in Kansas Farmer, as was 
their father before them, ever since their pure-bred Hol- 


stein herd was founded in 1938. 


The decision of the Phillips brothers to carry 
on with the advertising policy laid down by 
their father was based on a thorough knowl- 
edge of the outstanding results Kansas Farmer 
has produced for them over the past eleven 
years. Hundreds of Kansas livestock advertis- 
ers have made this same profitable choice. 


This unusual acceptance of Kansas Farmer by 
its readers is in large measure influenced by 
its analytical editorial policy. This policy 

keyed to its readers’ wants and needs. Proof 
of its effectiveness is contained in study No. 8 
of the continuing study of farm publications 


No. 1 KANSAS FARMER 


recently made by the Advertising Research 
Foundation under the sponsorship of the 
American Association of Advertising Agencies 
and the Association of National Advertisers. 


It is of vital interest to national as well as 
sectional advertisers, when a publication is 
the first choice of its subscriber readers as an 
advertising medium. The fact that Kansas 
livestock display advertisers buy 40 lines in 
Kansas Farmer to 5 lines in the closest sec- 
ondary paper is added proof that it is the 
right medium to cover the Kansas market. 


For complete tabulated results of study No. 8, write Kansas Farmer or any Capper Publication office. 


Display Livestock Advertising 1948 


(*From publishers information bureau) 


No. 2 A WEEKLY FARM 


NEWSPAPER. . . ° 


(* “Estimated, no records published) 


KANSAS FARMER 


Editorial and Business Office 
TOPEKA, KANSAS 


“40,120 LINES 


4,763 LINES 
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McCann-Erickson Forms Ad 


Group in Puerto Rico 

McCann-Erickson’s San Juan 
office, under the direction of Sher- 
win Helms, has launched an adver- 
tising association in Puerto Rico 
entitled Asociacion Publicitaria de 
Puerto Rico, to be made up of ad- 
vertising agencies and representa- 
tives of companies on the island. 

Alberto Pillado, assistant man- 
ager of McCann-Erickson’s San 
Juan branch, has been elected 
president. 


; 25 years of... 

Mounting and Finishing® 
“POINT of PURCHASE” F 4 
cardboard display material 


QUALITY SERVICE 
DEPENDABILITY 


MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 


CHICAGO 10, ILL. 


Institute to Expand 
Drive for One-Way 
Beer Bottle in June 


New YorkK—The Glass Con- 
tainer Manufacturers Institute’s 
newest regional drive on one-way 
beer bottles will begin June 16 
in Detroit and other markets in 
Michigan and Ohio. 

Ads will appear in 12 dailies in 
Battle Creek, Detroit, Flint, Grand 
Rapids, Jackson, Kalamazoo, Lan- 
sing, Muskegon, Saginaw and To- 
ledo, O. Three newspapers in De- 
troit will carry the ads. The cam- 
paign will run through Sept. 1. 

During the four months between 
Sept. 1 and Dec. 29, each of the 
newspapers will follow up with 
one 108-line cartoon-type ad each 
week. This campaign is part of 
the $1,000,000-a-year program the 
institute is carrying on in The 
American Weekly and newspapers 
in 32 markets. 

Foote, Cone & Belding is the 
agency. 


Fiberglas Names Three 


Owens-Corning Fiberglas Corp., 
Toledo, has promoted the following 
Fiberglass executives: Ben S. 
Wright has been named vice-pres- 
ident and general sales manager 
with headquarters in Toledo; L. 
R. Kessler has been appointed 
vice-president of the corporation 
and general manager of the Pa- 
cific Coast division with head- 
quarters in Santa Clara, Cal., and 
W. C. Winterhalter has become 
vice-president and sales mana- 
ger of the Pacific Coast division 
with headquarters in Los Angeles. 


Gets Mystick Tape Account 


James Fisher Co., Toronto, has 
been named to handle the adver- 
tising and promotion of Mystick 
Self-Stick all-purpose cloth tape, 
to be manufactured in Canada by 
Mystick Adhesive Products Ltd., 
St. Catharines, Ont. J. S. Laing 
Agencies Ltd., Toronto, has been 
appointed sole Canadian distribu- 
tor. Initial distribution, through 
stationery, dryg, variety and de- 
partment stores, will be confined 
to Ontario. Promotion plans in- 
clude point-of-sale material and 
newspapers. 
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if you're tired of 


the same old treatment .. . if your ads 


need a new look... 


BI Monsen Gothic 


a tailored sans-serif with plenty of range... 
condensed enough to pack tightly, 

with wide open letters that insure legibility... 
mechanically and visually a natural 

for tabular matter. Gives an efficient, 
cheerful air in text... monotype 


composition offers any combination 


italic, too 


Leer. 
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CHICAGO 22 EAST ILLINOIS STREET 


LOS ANGELES 928 SOUTH FIGUEROA STREET 
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on the floor. 


With such a confession of amnesia as that—since she must 
have come in through either the front or the back door—it 
doesn’t seem strange that Sue, 
with an Armstrong floor and a bit (sic) of redecorating. Two 


For one has only to compare the pictures—the one taken 
before and the one taken after—to realize that in addition to 


ES SO ARMSTRONG'’S LINOLEUM FLOORS 
tor every room @ in the house 


Paes OF Tat Mantes oF ARatTRONe's OUAREE® RUGS. AEMETHONG'S AtPwaLT The ane aemstOoues treowane 


. the Armstrong floor and the smoked glass, about two thou- 
sand dollars’ worth of new furniture also went into the 
transformation. Plus a new rug and new carpet for the stair- 
way. A little wallpaper was also used and some bookshelves 
were built in. As a matter of fact, the only objectionable fea- 
ture in the redecorated room would seem to be the linoleum 


To any home owner, this is necessarily an interesting ad. 
But it brings to mind some of those fantastic recipes in the 
food ads where, to make a 23¢ can of peas interesting, you 
have to mix $5.76 worth of other foodstuff with it. May be 
highly readable—but does it sell linoleum? 


til 


lhe Creative Wan Corner 


“If I hadn’t known who lived at 32 Ridge Road,” says the 
mythical female who narrates the copy in this Armstrong ad, 
“I’d never have guessed that I was standing in Sue Hardy’s 


later on, says it was all done 


ll 
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Miss Potts Opens Office 


Alexandra S. Potts, who has 
specialized in retailing, merchan- 
dising, publishing and public re- 
lations since 1926, has opened her 
own consultant services in research 
and promotion under her own 
name at Waldheim Rd., Pittsburgh. 
Miss Potts previously was asso- 
ciated with Lord & Taylor, New 
York, Bride’s Magazine and Joseph 
Horne Co., Pittsburgh. 


Pennsylvania Salt Names 3 


George B. Beitzel, executive vice- 
president of the Pennsylvania Salt 
Mfg. Co., has been elected pres- 
ident of the company. He succeeds 
Leonard T. Beale, who has been 
president for the past two decades 
Mr. Beale will continue as chair- 
man of the board. William P 
Drake has been named vice-pres- 
ident in charge of sales, succeed- 
ing Mr. Beitzel. 
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‘Economical FULL COLOR 
BROADSIDES, CATALOGS, 
SALES PRESENTATIONS 


By Photo Gelatin, No-Screen, Process 
Inexpensive in Editions from 100 to 5,000 © 
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Weeklies Must 


Tool Up’ Ad 
Program: Wiley 


Greater Weeklies Plan 
to Double Circulation; 
Brophy, Kynett Speak 


New YorK—Pointing out that 
the strictly weekly newspaper 
market amounts to more than all 
of this country’s export and import 
business, John E. Wiley, chairman 
of the board of Fuller & Smith & 
Ross, addressing the Greater Week- 
lies Associates’ spring conference, 
held here May 6-7, stressed the 
importance to manufacturers of 
cultivating this market through 
advertising. 

“It’s no secret,” he said, “that 
American manufacturers are hav- 
ing some difficulty with sales just 
now. Within two months recently, 
department stores cut their inven- 
tories by $2 billion. This immedi- 
ately reflected itself in the sales 
activities of the manufacturers 
and the whole thing formed a very 
unpleasant experience. Somewhere 
I saw that in a certain group of 
manufacturers a 2% decrease in 
sales resulted in a 28% decrease 
in profits.” 

“The weekly newspapers, how- 
ever,” Mr. Wiley asserted, “are not 
going to get this increase in adver- 
tising by wishing for it. They’ve 
got to tool up to go after the man- 
ufacturer’s advertising volume 
through salesmanship, sales pro- 
motion and advertising to both ad- 
vertisers and agencies.” 


s Too often, said H. H. Kynett, 
Aitkin-Kynett Co., weekly news- 
paper publishers move along with 
complete disregard for the stand- 
ards by which they are judged. 

Frequently publishers completely 
overlook the Audit Bureau of Cir- 
culations, which has set accepted 
standards for paid circulation, how 
it is obtained and where it goes, 
he said. 

Mr. Kynett asserted that the 
publisher who does not avail him- 
self of ABC not only severely han- 
dicaps himself in attempting to 
sell advertising space, but also 
fails in his responsibility to his in- 
dustry in that he does not con- 
tribute to the maintenance and 
further development of the stand- 
ards as time goes on. 

Kenneth Youel, director of press 
and public relations, General Mo- 
tors Corp., told the group of weekly 
newspaper publishers that he sus- 
pects some of them think of pub- 
lic relations as competing for the 
money that should be spent for 
advertising. Mr. Youel contended 
th t it steered a great deal of busi- 
hes to their newspapers. 


® “he Greater Weeklies, now em- 
br cing about 260 country news- 
pa ers with audited circulation of 
53 661, are making plans to dou- 
blk their scope to 500 with com- 
bi ed audited circulation of 1,000,- 
00. by next January, it was an- 
nc inced. 

‘homas D’Arcy Brophy, chair- 
mn of Kenyon & Eckhardt, and 
in mediate past chairman of Am- 
€:! can Association of Advertising 
A encies, emphasized that agency 
n dia men “rely heavily on the 
A dit Bureau of Circulations.” He 
u ted more weeklies to become 
A ‘© members and to promote the 
fi. +t. 

Jespite the fact that 50% of the 

ion’s populace lives in rural 

as, national advertisers as a 

up have not accepted weekly 

wspapers in general in any- 

.ere near the manner that the 
| cal merchant has, asserted Mor- 

F. Swaney, president of Mor- 


ris F. Swaney, Inc. 

Mr. Swaney said that poor busi- 
ness methods of some weeklies 
were hurting the field and cited 
an example of odd record keeping 
by one publisher who sent no in- 
voices for ten months and then 
sent them all at once on Dec. 1. 


es Joseph W. Frazer, vice-chair- 
man of Kaiser-Frazer, Inc., em- 
phasized that an important obli- 
gation of newspaper publishers is 
to help keep American institutions 
in such shape that business can 
continue to operate in the Ameri- 
can way. 


Sun Oil Promotes Wright 


Willard W. Wright has been 
named assistant general sales man- 
ager of Sun Oil Co., of Philadel- 
phia. Richard D. Drysdale, assist- 
ant regional manager in Philadel- 
phia, succeeds Mr. Wright as New 
England regional manager. John 
C. Weidman has been named to 
succeed Mr. Drysdale. 


Irene Kon Opens Own Oftice 


Irene Kon has established her 
own office at 1466 Drummond St., 
Montreal, as advertising consult- 
ant, working directly with manu- 
facturers and advertising agencies 
in the preparation of campaigns 
directed to women. Miss Kon was 
formerly account executive and 
head of the creative department 
of Young & Rubicam, Montreal; 
advertising manager of Canadian 
Celanese Ltd., Montreal, and head 
of the creative department of 
Walsh Advertising, Montreal. 


Names Barnes & Reinecke 


West Bend Aluminum Co., West 
Bend, Wis., has named Barnes & 
Reinecke, Chicago, product design 
consultant, to work on the com- 
plete West Bend line of cooking 
utensils and giftwares. 


‘Esquire’ Names Hutton 

Donald S. Hutton, former De- 
troit manager of Liberty, has been 
appointed manager of the Detroit 
office of Esquire. 


Dow Promotes Williams 


Donald Williams, general sales 
manager, has been appointed di- 
rector of sales of Dow Chemical 
Co., Midland, Mich. He succeeds 
Leland I. Doan, who was recently 
elected president following the 
death of Dr. Willard H. Dow. Don- 
ald K. Ballman, assistant general 
sales manager, has been named 
general sales manager. Dr. L. S. 
Roehm, in charge of technical serv- 
ice and development division, also 
has been appointed assistant gen- 
eral sales manager. 


Delli Colli Names Yeatman 


James R. Yeatman, formerly 
with J. J. Gibbons Ltd., Mon- 
treal, has been named advertising 
and sales manager of Delli Colli 
Shoe Mfg. Co., Montreal. 


Doran Joins Tatham-Laird 


Jack Doran, formerly with 
Schenley Distillers Corp., New 
York, and Orange Crush Co., Chi- 
cago, has joined Tatham-Laird, 
Chicago. 
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BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
99°400% of THE BAYONNE TIMES’ Net 
Paid Circulation is concentrated in the 
City of Bayonne . . . There is NO COM- 
PETITION .. . everyone in BAYONNE 
reads THE BAYONNE TIMES. 93% Home 


Delivery. Send for your 1949 copy of 
THE BAYONNE TIMES Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., New York—228 N. LaSalle St., Chicago 


FLEXEES BRASSIERES * FORD DEALERS + 
LYON VAN & STORAGE « 
BANK OF AMERICA »* 


SAVINGS & LOAN « 
BANK »* 


MORRIS PLAN « 


MUSTEROLE « 
CITIZENS NATIONAL BANK « 


ICAN B , ; 
SUNSET MAGAZINE 
COAST FEDERAL SAVINGS AND LOAN »* 
PACIFIC TELEPHONE & TELEGRAPH ¢ SECURITY-FIRST NATIONAL 
SOUTHERN CALIFORNIA & SOUTHERN COUNTIES GAS CO. * 


FEDERAL TRANSPORTATION AND TRAVEL CATALINA ISLAND « 


JA o7.% oS @, oe 


STANDARD FEDERAL »* 
LOS ANGELES TRANSIT LINES « 


. © GENERAL PAINT « FRESNOL « 
FINANCIAL AND UTILITY 


LINCOLN 


WESTERN 


PACIFIC ELECTRIC RAILWAY * PACIFIC GREYHOUND LINES * SANTA FE RAILWAY CO. « SANTA FE 


TRAILWAYS « SHELL OIL CO. ¢ SOUTHERN PACIFIC CO. 
UNION PACIFIC RAILROAD « YELLOW C 
APEX IRONERS AND WASHERS « 


PLISH ¢« 


R FOOD PRODUCTS ALBERS 
NJOU PEARS « B & M BAKED BEANS » 
¢ BELFAST BEVERAGES « BELL BRAND PRODUCTS 
RA ANN BREADS « BORDEN'S COTTAGE CHEESE (PACIFIC CHEESE 


NDARD OIL (CHEVRON AND RPM) ¢ 
LINES HOUSEHOLD PRODUCTS 
KES « BENDIX HOME LAUNDRY « BLU- 
BREEZE * CLOROX «© ZEE PAPER 
DASH SOAP * EASE SOAP POWDER * 
POWDER *« EUREKA VACUUM CLEANER 
ASHERS * GENERAL ELECTRIC APPLI- 
DAP * FRIGIDAIRE « GLASS GLOSS « 
¢ GLIM « MOTOROLA TELEVISION « 
ER ¢ KERR GLASS « OAKITE * ORO 
* PACKARD-BELL ° 
PEET'S SOAP « PERMA-BROOMS 
CO. « RCA TELEVISION « RINSO 
SILVER DUST * SWAN SOAP « 


PAR SOAP »° 


SWEETHEART SOAP « 


BRAND ¢ BORDEN’S INSTANT COFFEE * BURNETT'S EXTRACTS * CALIFORNIA DESERT 
GRAPEFRUIT * CALO DOG FOOD « CARNATION CORN FLAKES ¢ CERTI-FRESH FISH ¢ CLICQUOT 
CLUB BEVERAGES e CLAPP’S BABY FOOD « COAST-CURRIES ICE CREAM * CUBBISON PRODUCTS * CUDAHY 
BEEF AND GRAVY, CANNED MEAT, BACON AND HAM * DEL MONTE TOMATO SAUCE « DELRICH MARGARINE ¢ 
DENNISON’S FOOD PRODUCTS « DINA-MITE * DUNBAR SHRIMP © EAST POINT OYSTERS ¢ FISHER 
FLOURING MILLS * GLOBE MILLS ¢ GOLDEN STATE PRODUCTS © HELMS BREAD ¢ HILLS BROS. COFFEE « 
HOLLY SUGAR © JAN-U-WINE * KELLOGG’S CORN FLAKES * KNUDSEN CREAMERY ¢ KRAFT COTTAGE 
CHEESE © KRE-MEL + LESLIE SALT * LOG CABIN BREAD « LYNDEN FOODS © MARLO BEEF STEW * 
MARTINELLI CIDER « MILANI'S 1890 FRENCH DRESSING & DE CISCO DRESSING « MISS SAYLOR’S 
CHOCOLATES © MY-T-FINE PUDDINGS ¢ NALLEY’S TANG, TREASURE PICKLES & BEEF STEW * OCCIDENT 


CAKE MIXES « PILLSBURY’'S PIE CRUST MIX, HOT ROLL MIX, CAKE MIXES AND PANCAKE MIX e. 


RANCHO SOUPS * RICH MAID PUNCH « RIVIERA PRODUCTS * ROMAN MEAL ¢ ROYAL PUDDINGS *« RUMFORD 
BAKING POWDER « S & W COFFEE e« SCHILLING COFFEE © STAR-KIST TUNA © SUNSWEET PRUNES °* 
SWANSDOWN CAKE FLOUR » TOOTSIE FUDGE MIX « TREE TEA * G. WASHINGTON COFFEE * WASHINGTON 
STATE APPLES * WILSHIRE CLUB BEVERAGES LOCAL RETAIL ADVERTISERS AUSTIN STUDIOS « 
BARKER BROS. © BENSON'S * BROADWAY DEPARTMENT STORE ¢ BULLOCK’S INC. © DESMOND’S « 
« DOBRMANNS * DOWNTOWN BUSINESS MEN'S ASSOCIATION * EASTERN-COLUMBIA ¢ ENTZ & RUCKER * 
FOREMAN & CLARK © GERMAIN SEED & PLANT CO. © W. T. GRANT CO. © GUDE’S INC. ¢ HARRIS 
& PRANK © INNES SHOE CO. « JESBERG’S WALK-OVER SHOP ¢ LE ROY’S « LOS ANGELES FURNITURE 
CO. e THE MAY CO. © MILLIRON’S « MISSION PAK CO. ¢ NATIONAL DOLLAR STORES © NEWBERRY’S 
* RALPHS GROCERY CO. * J. W. ROBINSON CO. * G. SCHIRMER MUSIC STORES ¢ SCHIFF’S SHOES 


* SILVERWOODS * W. & J SLOANE + THRIFTY DRUG CO. « VAN DE KAMP’S * WETHERBY-KAYSER ¢ 


LOS ANGELES 


Indep enor = 


FORMERLY DOWN TOWN SHOPPING NEWS 
417 SOUTH HILL STREET, LOS ANGELES 13 + 406 SUTTER STREET, SAN FRANCISCO 8 


re °°) Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 
39 South State Streets, Chicago 3 + 515 Olive Steeh Sty Levis 1. edi Church Street, Hudson, Massachusetts 
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Advertising Age, May 16, 194) 


Advert 
ights. An injunction against| 3rd ‘Advertising Copy’ Out ‘cr —s - 
Bowman Gum Gets (‘8 g Cop | 
further use by any firm but Bow- Harper & Brothers, New York, . 
Court Order on Bal] =| '™2" #!8° was granted. has published the third edition ° ’ , - 
A sales representative of the! of “Advertising Copy,” written by Cleradiio AHS Corner \ BS 
Pla er Photo hs Capital Sales & Service Co. of| Professor George Burton Hotch- ) 

; y grap New York and several local gum| kiss of New York University’s Th f le ie d ele ma baie t Fed 

iy PHILADELPHIA—Leaf Brand, Inc.,| distributors also were named as| School of Commerce, Accounts and ose of us who deal with words—and what else is radio? 

Finance. Included in the new edi- —remind ourselves, and are regularly reminded by others, Was 

s and Leaf Gum Co. have been | defendants. . é ; 

x uned te eiteninad neberenhs tion are a number of reproductions that it has to be clear and simple. Hence we glorify the short sales f 
Geeeres to Ciminate P " : P s of recent ads illustrating good sentence and short vocabulary and the principle of shrieking made 
of big league baseball players| Reports Newspaper Sales copywriting. repetition. eo 

: from their wrappers, following a/ ‘The research department of the ie rising 

: complaint brought by Bowman| Bureau of Advertising, ANPA, re-| BEB Promotes McDermott But some of us succumb now and then to depression in- r 

Gum, Inc., and six ball players| ports that the people of the United T McDe ys duced by radio’s determined folksiness, one-syllable words dex. 
representing 242 who have signed| States and Canada bought more Bowles oe Ly bm ~~ 1942, has and one-syllable thoughts. Oh, to be granted one sentence Doll. 
contracts with Bowman. than 55,000,000 copies of their fa-|)0., named assistant to Walter with a semicolon in it! was 4' 

a In the suit filed in Common | t™ Se Oa ann 48.108000 copies Craig, vice-president in charge of | Just at present your Teleradio Man is fighting an impulse a 

| Pleas Court here, Bowman Gum - oe -,.|radio and television. Mr. McDer- to loathe that $500.000-a- lar fell “ | 

. ; of each issue of their favorite : ‘ ; o loathe that $500, a-year regular fellow by the name of Board 
averred that the insertion of play- -; | mott will direct all radio produc- Arthur Godf H d hi tsttionss « , oarc 
; Sunday papers. More than a bil- ti tiviti Ralph St Butl ur Godfrey. He and his nutritious corn have achieved a dicatio 
er-cards in gum wrappers by the|;. ion activities. Ralp arr Butler. perc ful ph - . ica 
ue lion dollars ($1,036,287,000) was! 3, has joined Benton & Bowles as errifyingly successful phoney simplicity. Nobody ever made few we 
Leaf Gum Co. was an infringement f h - has jo Ss 4 r ew 

‘| spent for these newspapers. a radio director. so much money and pleased so many people with the “oh, those ¢ 

on their own and the players shucks, I’m just as plain as an old shoe” line of lovability. to 1947 

: Dayton Adclub Elects Yeck Leave K-F to Join Crosley : We find ourselves impatient with Godfrey’s lack of pre- Unti 

STOCK cuTS a sary S. ba of to - & ——_ ia EN op paration, his ad libs that are “funny” once in 50 times. His ison W 

Complimentary 144-page are 4 ce a ee tates ~~ y —, 4 on ae little hesitations, designed to seem natural, seem very un- Easter 
of top illustra- y . : 2 m Sooper, PB y natural to us. Purposeful bad grammar palls after a while. 

tions to Printing and Adver- | Advertising Club. Other officers| vice-president in charge of sales But it’s hi died “mod om 

tising Executives. Write on | elected are: L. E. Finley, National| of Kaiser-Frazer Corp., New York, ut it's is studied “modesty” that gets yay down most of all. 
business letterhead. Cash Register Co., vice-president;| have joined Crosley Motors, Inc., Here is a guy who operates on the conviction that anything 
STIVERS STUDIO | Nora H. Dyer, Dayton Daily News,| and acquired stock interests in| he may say on the spur of any moment will be worth saying 
13 New Montgomery Street secretary, and Edward Kees, Day-| that organization. Both were for-' and delightful to an audience measured in millions. And he’s 

Sen Francisco 5, California | ton Typographic, treasurer. mer Frazer men. right. ~ 

Psychologists tell us that Godfrey is America hearing w 

fn itself thinking out loud, that his wandering chatter is a W. 

4 x. synthesis of our low-grade domestic wit, mostly with blunted WwW 

4 point. M 

é ; Sure, it’s a matter of taste. Sure, he’s for the masses. } M 

1 ‘ You can cheer fake folksy if you like. For ourselves, our \ — 

: ee slogan for this week is: p 

‘ ? “Phooey on Godfrey!” = 

jor 6 

Halparn Hails Angel Hiram Walker Promotes Doty ind ec 

d A D. Doty has been appointed 1947 pl 

~ ia Response from Ads advertising manager of Hiram ee! 

“h j Walker, Inc., Detroit. He will be good 

7 / New YorK—Albert Halparn is/in charge of all magazine, news- oa 

on the side of the angels—and/| paper and outdoor advertising of = S 
business papers. Canadian Club, Imperial, Walker's [J S?0nsit 
: Mr. Hal ti , De Luxe bourbon, Hiram Walker's week | 
) r. Halparn, executive vice- | nictijied London dry gin, cordials indicat 

‘ president and sales director of| and prepared cocktails. Mr. Doty be fou 

d ; i Einson-Freeman Co., recently| joined the company in 1935 and pubiish 

: : reported his company’s success | for the past three years has been JJ week. 

= 5 with the angels it advertised last | adveriising and sales promotion On tl 

. ; ; é Christmas in Apvertisinc Ace and| manager of an affiliated Walker @ i 

’ —_ a other business papers. The com- | CO™Mpany. spotty 
i YAR yeep ; 3 
ae. pany received 1,073 requests from 1. 
j persons who wrote in, and com- LaCerda Opens Own Office + 
pany officers and salesmen were John LaCerda, public relations up 4% 
‘ deluged with requests from cus- director of the Philadelphia Cham- trict : | 
tomers and prospects who had | ber of Commerce, has resigned to an 
. seen the advertisement. open his own agency in Philadel- ay 
hia. showec 
What 1S the best age for a prospect? The Christmas tree angels were ones np 

3 originally designed by Einson-| pobinson Joins Rumford lanta, 2 

Ws Freeman as point-of-purchase ma- R Robi f 1 ’ an 119% 

. : —" . r terial for RCA Victor, and the mm. 3 amma dooms tek doled was th: 

F » ( « ‘ ‘ ‘ 7 ‘ « y A 2 M Was i 

? Among the 900,000 Canadian families who read the Star Weekly every week record company gave its permis-| the New York sales and sales pro- Wf the lar 

: you'll find a /ot of people in any age group you want. sion for the giveaway offer. motion staff of Rumford Press. Housto 
But consider for a moment the 1,769,040 readers, about evenly divided 

‘ =e ~ _—a Feder: 

between men and women, in what we call the Acquisitive Age Group. This iste 

’ ‘ NITEI 

; group is made up of people between the ages of 15 and 44. They represent Heston 

bees people who need things—they’re either going to get married and furnish a Sprin 

| home, or they're still in the process of doing so. They want everything New Ye 

Se . a "i F ‘ lewal 

y from ink to insurance, from furnaces to fabrics, from cradles to cars. And cuff 

they're busily at work acquiring them. (och 

; d Ph lade! 

| The Acquisitive group accounts for 62% of the Star Weekly market. The Clevelas 

‘ complete market totals 3,402,000 people—a figure obtained by multiplying a3 geniead se" «nen 

oe . : : el Cleve 

‘ our 900,000 circulation by 3.78, the average number of people per Star ANSWER: Saks rn good 3s it is a4 ‘ oltre 

“A Se a oe % Conade’s hie wv ue ee ae , Rei Hittsb 

' Weekly family. It’s Canada’s big volume market—for small businesses or the customers hands! Ris am 

:: large. \)altin 

"h s ' anta 

E Topay’s big question in shipping is no re 

3 arrival but safe arrival of your products tlant 

% <? That’s why more people depend on Masor > 

‘: } i tha. Goo, OOO fev.e Woakdy. fomikios ALD, J , 169 ,O4O booblo MailMaster — the only mailing box with rer cage 

i 0 the extra margin of safety built right in.” idiat 

IS aud ; A-4- of. ‘etroi 
» eee a a *Containers Laboratories, Inc s in 

: —an Independent testing or- ittle 

ganization—reports: ‘Mason ouls\ 

= MailMasters are 2.9 times 


stronger than the average of 
the three other leading mail- 
ing boxes tested . . . Mason 


Cost of Advertising in The Star Weekly 


A campaign of 5,000 lines of black and The STAR WEEKLY MailMasters are 1.8 the 
e ee h of next box tested.” 
F white advertising in the magazine aon ae aan pene sgl 

section costs $10,000. Reproduction prices. 

material same as for daily newspapers PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 


Montreal Office: University Tower 


Menrel Ofc: Univer Tomes ladon BOX COMPANY 


ATTLEBORO FALLS, MASS. — Phone No. Attleboro 37 
THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA NEW YORK, N. Y.— Phone Algonquin 4-0466 
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Advertising Age, May 16, 1949 


WASHINGTON—Department store 
saies for the week ended April 30 
made a strong recovery from the 
sharp dip of the preceding week, 
rising from 267 to 288 on the in- 
dex. 

Dollar volume of sales, however, 
was 4% below the total for the 
corresponding week of last year, 
according to the Federal Reserve 
Board report. There are now in- 
dications that sales during the next 
few weeks will be about 5% below 
those of last year and about equal 
to 1947’s volume. 

Until the year-to-year compar- 
ison was invalidated by the late 
Easter this year, 1949 sales ap- 


DEPARTMENT STORE 


1935-39 EQUALS 100 


Week to Apr. 30, '49*.p288 
Week to May 1, °48*....300 
Week to Apr. 23, '49*..267 
Week to Apr. 24, ’48*..296 
Month of March, '49*.p270 
Month of March, ’48*..285 


pPreliminary. 
*Not adjusted seasonally. 
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peared to be hovering at a level 
5 or 6% below that of last year 
and equal to or a bit below the 
1947 plateau. 
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Federal Ruseres Figures on Department Store Sales 


San Francisco District ... 6—l!l —5 
Los Angeles Area .......... 3 —14 —8 
a 22 —8 0 
San Francisco ................ . 2 —5 —1 
Portland .............. —7 
Salt Lake City ni) 
EE) titan sceskiaaiedeatnesaas 8 


C. & G. Tool Names Levy 

Levy Advertising Agency, New- 
ark, has been retained to handle 
the advertising of C. & G. Tool Co., 
East Orange, N. J., manufacturer 
and distributor of Magne-Rotor, 
television antenna turning unit. 
Television, radio and newspapers 
will be used. 


Haydon Named PR Director 

John M. Haydon, for three years 
assistant editor of the Marine Di- 
gest, Seattle, has been named to 
the newly created position of di- 
rector of public relations of the 
Port of Seattle. 


Appoints Todd Agency 


Coleman Todd & Associates, 
Mansfield, O., has been named to 
handle the advertising of Union 
Malleable Mfg. Co., Ashland, O., 
and its subsidiaries, Ashland Mal- 
leable Iron Co. and Union Brass 
& Copper Co. Union Malleable pro- 
duces malleable iron pipe fittings, 
steel pipe nipples and cast copper 
solder fitting. Business papers and 
promotional material will be used. 


FC&B Appoints Mayo 


Byron W. Mayo, for the past two 
years account executive with Rich- 
ard G. Montgomery & Associates, 
Portland, Ore., has resigned to join 
the Los Angeles office of Foote, 
Cone & Belding, effective June 1. 
He will be assistant account ex- 
ecutive for the Union Oil Co. ac- 
count. 


Names Stanfield Agency 


Ayerst, McKenna & Harrison, 
Montreal, has named Harold F. 
Stanfield Ltd., Montreal, to handle 
the advertising of the Ayerst line 
of biological, pharmaceutical and 
veterinary products. 


Bascome Joins Young 

W. Radford Bascome Jr., former 
head of his own public and em- 
ploye relations firm, has joined 
John Orr Young & Associates, New 
York. He was previously with 
Pennsylvania Railroad, New York 
Central System and United States 
Rubber Co. 
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Pre-Mother’s Day sales, always 
i good indicator of the year- to- | 
year comparisons, are largely re- 
sponsible for the upturn from the | 
week of April 23, this year. An 
indication of buying strength will | 
be found in the figures to be) 
pubiished in this column next! 
week. 
On the latest report, the distribu- | 
tion of the losses by district is 
spotty, however, with small gains 
reported by the Atlanta dis-| 
trict, up 8%; the Boston district, 
up 4%; and the Philadelphia | 
trict, up 2% 

Among the cities, New Caine | 
showed a racy 36% rise in sales; 
Louisville was up 15%, and At- 
lanta, Miami and Wichita recorded | 
an 11% rise. Greatest district loss | 
was that of Dallas, down 12%, and | 
the largest city loss was shown by 
Houston, down 17% from last year. | 

% Change from 1948 
Week Ending | 


Federal Reserve Apr. Apr. Apr. | 
District and City 16 23 Bo | 


UNITED STATES ... 7 =p atl 
Boston District ........ 2 —4 4) 
New Haven 39 —18 —7 
. a 21 3 6 
Springfield ............ 02 —22 —1 
Providence ............. : 23 —-—5 —3 
New York District . i1—l —s 

lewark ; 4-13 —5 
ae 17 r—8 3 
, § 0Or—ll —9 
!.ochester 15 —7 —13 
ED dhkidienisvedinnies ” 10 —9 -1 
Philadelphia District 6 r—lo 2 
’hiladelphia .......... 5 r—il 2 
Cleveland District a—« Lk —7 —f 
UNIT . Nievicnonns 19 —7 —12 

( incinnati ......... 21 —1l —13 
Cleveland ...... i2 —1ll —5 
‘olumbus ...... 10 r—7 —9 
[Cc =n 7 —12 8 
} ittsburgh ........... ; 10 0 0 
Richmond District is r—15 —! 
ashington 17 —25 4 
iltimore . 7 — —4 
\tanta District 14 r—12 8 
irmingham 20 —1ll —14 
iami .... 26 —3 ll 
tlanta ... 7 --9 ll 
ew Orleans 233 —8 3% 
ashville .. 14 —19 —13 
Ci cago Distr.ct i—-s —i 
hicago ..... 7 —9 —6 
idianapolis 4 2-2 
3 eee 6 —ll —1l 
lilwaukee ... 4 —3 —8 

’ Leuis District 2r-li —2 
ittle Rock ........ 3 —16 2 
ouisville ...... : 1 —5 15 

t. Louis .... 2-9 —9 
lemphis ' 7 —20 2 

Y aneapols Disir « + * . 
linneapolis ; ° : 

t. Paul ...... ° ° ° 
uluth-Super.or ° e . 

K asas City District 6 —-m4 —9 
CIE sciences 8 —10 —15 
ichita _..... 21 —14 ii 
ansas City 0 —17 —12 

t. Joseph 18 —15 —6 
‘klahoma City 1 —21 —12 
2a 10 —10 —3 

' ilas District 3 —18 —12 
Jallas .... 0 —16 —14 
“ort Worth . 7 —18 —5 
iouston 6 —19 —17 
San Antonio ....... —2 —23 —15 


FOR 


QUALITY PRINTING, 
S LABELING AND PACKAGING 


Ask the men who buy paper for America’s iin oad ‘ideas : 

leaders —the production managers, advertising executives and pur- 

chasing agents. Ask them why they prefer—and specify—C 

papers for fine printing, for distinctive labeling and packaging. 
Paper experts will give you reasons a-plenty. But most important, 


they'll tell you, is Champion’s unvarying fine quality. 


Fine quality, 


you'll learn, is the basis for Champion's reputation—the reputation 
that leads America to buy 2,500,000 pounds of its paper every day. 
The eee aces and nae a — one. 


Mills iy Hamilton, Ohio; Canton; North heuline and ceases, Ses ‘ 


District sales offices: New York ° 


_ Chicago . 


Philadelphia . 


WHATEVER YOUR PAPER PROBLEM .. . 


ts a Challenge to Champton! 


THERE'S A 


PAPER FOR EVERY 
PRINTING NEED 


KROMEKOTE 
For excellent reproduc- 
tion with catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries .. . 
all excellent reasons for 
you to specify Champion. 
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No. 3305. The Primary Markets 
for Quality Merchandise. 


This book, prepared by the mar- 
ket research department of The 
New Yorker, deals with the 41 
“biggest and best” markets as the 
primary trade areas of the United 
States. Data is presented on popu- 
lation, retail sales, general mer- 
chandise sales, net effective buy- 
ing income, Cadillac and Lincoln 
new car registrations and New 
Yorker circulation for each of 
these trade areas, each of which 
is also shown on a separate map. 


No. 3306. Consumer Purchasing 
Power—1949. 


The nation’s real purchasing 
power, savings and consumer debt, 
and their relation to market poten- 
tials, are analyzed in this study by 
J. Walter Thompson Co., which 
points up the basic changes that 
have taken place since 1940 in 
national productivity and real pur- 
chasing power, and the potential 
increases in the standard of living 
which could make possible still 
higher levels of production and 
consumption. 


No. 3307. Distribution. 

Distribution’s role in the U. S. 
economy, its costs, and the elimi- 
nation of operating wastes in dis- 
tribution are discussed in this 
pamphlet, issued by J. Walter 
Thompson Co. 


No. 3308. The New York State 
Farm Market. 


Number and size of farms, farm 
products sold (value, including 
milk, poultry, fruit, vegetable, 
livestock and horticultural, and 
number of farms), dairy farms 
(number of farms and value of 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 


Readers Service Dept., 
100 E. Ohio St., Chicago 11, Il. 


Information fc 


r Advertisers 


products sold) are reported in this 
booklet, published by Dairymen’s 
League News. 


No. 3309. Steel Data File. 


This folder, issued by Steel, 
carries five data sheets, including 
information about the metalwork- 
ing market, its plants, employment 
and production, processing and 
fabrication of metals. 


No. 3310. Selling the Railways. 


Railway Age has issued this 58- 
page booklet summarizing the out- 
look for the railway market, with 
detailed figures on the main cate- 
gories of railway buying. It des- 
cribes the character of railway 
organization and railway buying 
procedures. 


No. 3288. The New Star in the 
College Market. 


Sport, a Macfadden publication, 
has issued this report on a survey 
of its readership in eight important 
colleges and universities in various 
sections of the country. It tabu- 
lates per cent of regular readers 
in each college; how students se- 
cure their copies of the magazine, 
and a projection showing coverage 
for Sport in each university. 


No. 3289. It’s a Small World. 


It’s the KMOX-mid-America 
world this brochure talks about, 
reporting that the more you look 
at it the bigger it gets. Illustrated 
with cartoon decorations and pic- 
torial area maps, the brochure 
gives some solid facts about the 
St. Louis station’s 70-county terri- 
tory—its people, industries, agri- 
culture, purchasing power and 
listenership. 


RATES. a per lire minimum ary ‘$3. 
{ . 


ar cord discourts on multiple 


HELP WANTED 


insertions and space over § 


Cash with order. a yea heads 


inches “apply on display 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ACCOUNT EXECUTIVE 
OR ADV. MANAGER 
We are small group account executives 
personally handling a little too much 
business ($1,000,000) otherwise our situa- 
tion is ideal and much envied by big city 
advertising men we know. Fully recog- 
nized agency, well staffed, located in fine 
community scarcely 2 hours from Chicago. 
Schools, universities, fresh air, green 
grass, room! You can live 5 minutes from 
office, belong to country clubs, become 
interested in community affairs, take 
root! Junior account men make around 
$5,000. Seniors $10,000 to $15,000. The men 
we want may be agency men—or adver- 
tising managers, but they must be sin- 
cerely interested in welfare of their ac- 
counts. High pressure taboo. Strict con- 
fidence. Meet Chicago or here. Write: 

Box 2455, ADVERTISING AGE. 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
* GEORGE WILLIAMS CO.—Personne!l 
209 S. State St., HA 7-2063, Chicago 


ADVERTISING MAN 
Combination copywriter, layout, and idea 
man. Old, established Chicago agency look- 
ing for unusual man with creative ability 
for magazine, newspaper, and direct mail 
campaigns. Sketching ability desirable. 
Must be experienced and effective copy- 
writer. 5 day week. State salary, exper- 
ience, and full details in first letter. 

Box 2449 ADVERTISING AGE. 
100 E. Chio St., Chicago 11, Ill. 


Space Representative-Rare, big-commis- 
sion opportunity for regional representa- 
tives for only buyer’s guide (semi-annual) 
in billion dollar field. Unlimited pros- 
pects Exceptional cooperation. Exclusive 
territory. Above-par commissions. Write 
fully to Premium Buyers’ Guide, 1501 
Broadway, New York 18, N. Y 


POSITIONS WANTED ici 


ADVERTISING MANAGER 
FOR FEED OR FARM EQUIPMENT 
MANUFACTURER 
Ad man with thoroughly rounded experi- 
ence in farm field, hiring salesmen, edit- 
ing sales house organ, serving as ad man- 
ager and in topnotch farm editorial capac- 
ity. Can produce sales results economi- 
cally—can be hired reasonably if location 
is in smaller city or town. Age 
Box 2462, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
CREATIVE PROMOTION SPECIALIST 
. RIGHT FOR TOP OR NO. 2 SPOT 
Really good all-round writer-idea man, 
trained by tough Chicago news, publicity, 
promotion & ad copy chiefs. At home in 
radio, TV, publishing. Married, 34, B.S. 
Box 2463, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MR. AD MAN - DO YOU NEED 
SOME REAL HELP? 


i ‘ 
| | 
| 
| | 
| Please send me the following (insert number of each item wanted) I 
| 
- | 
| 
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‘*,.. THIS SPLENDID RESPONSE”’ 


|Tired of sweltering through those 
dreadful southern summers a copy- 
writer ran himself a situations-wanted 
|ad in these columns. “I have had over 
| a dozen answers,” he told us, “and the 


replies are still coming in. I cannot 
| recommend ADVERTISING AGE too 
highly for this splendid response. More 
| power to your good sheet!” Well, it does 
have power—power to produce plenty 
of inquiries from the top men in the 
business, power to sell goods and serv- 
ices. If you're tired of sweltering, run 
an ad and see! 


Two years agency experience carrying 
heavy administrative responsibilities most 
of the way qualifies me to take a big 
load from the shoulders of busy princi- 
pal or account man. Know procedures, 
functions of every agency department. 
Thrive on long hours, rough assignments. 
Now employed in Chicago. Age 26, alert, 
personable, in excellent health, married, 
university graduate. Your price will buy 


me if the opportunity is right. 


Box 2464, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
NO ILLUSIONS | 
about the “‘romantic’’ advertising profes- 
sion. I know it’s tough. I know I can be 
successful in it. Graduate Missouri Au- 
gust 1949. Intelligent, capable, lots of ini- 
tiative. Will consider offers from agencies, 
newspapers, department stores. Will work 

anywhere. 
Box 2451, ADVERTISING AGE 
100 ©. Ohio St., Chicago 11, Il. 


Designer-Art Director of recognized top 
talent and ability in advertising, mer- 
chandising and packaging—broad experi- 
ence with agencies, studios, industry, 
seeks association with manufacturer of 
nationally advertised products who can 
fully utilize his capacities. 

Box 2466, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

RETAIL ADVERTISING 
Former ad manager of suburban Chicago 
department store, now employed, desires 
to make change, Will only consider posi- 
tion with a solid future that requires 
ability, hard work and ambition. Univer- 
sity graduate. Age 31. 

Box 2467, ADVERTISING AGE 

100 E. Ohio St., Chicago ll, tm. 


MR. AGENCY— 
Hire top flight executive experience creat- 
ing, writing, producing commercial and 
television films. I am available now - go 
anywhere. Replies confidential. 

Box 2452, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN—College graduate. 
Wears out shoe leather for business. Well 
know in Chicago territory. 

Box 2445, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lll. 


ARTIST - DESIGNER 

Seeks a job. A specialist in Poster de- 
sign, his technique is different and his 
work out of the ordinary and effective. 
Experienced, with comprehensive knowl- 
edge of art and advertising. Congenial, 
industrious, adaptable and reliable. Sal- 
ary not as important as opportunity. 

Box 2453, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COMPETENT PUBLIC RELATIONS MAN 
Now employed, wants a change. Excel- 
lent record. Long experience—agency and 
institutional. Sound writer and editor. An 
able executive and contact man. Mature 
judgment-pleasant personality. Salary re- 
quirements reasonable. Member PRSofA. 

Box 2454, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
U. of Til. Journ. grad., age 27, desires 
oppor. to learn and develop creative flair 
in good adv. dept. or agency. Two yrs, 
exp. publishing my own country wkly. and 
shopper. Will give conscientious —" for 
intelligent direction. Sal. $3,600 

Roger D. Thorngren, Milledgeville, Til. 

Available now—married man, 34, 15 yrs. 
practical and sales exp. in graphic arts 
ind. Intimate knowledge of all major prtng 
processes. Schooling in art and photo- 
graphy. Well qualified for dept or agcy 
sales, prod., purchasing of prtng. 

Box 2459, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Mo. Univ. ad major desires job with man- 
ufacturer or agency. Flair for good copy 
and layout; knows production, market re- 
search, direct mail. Retail and adver. 
sales exper. Vet., 24, available June 7. 

Box 2460, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Young Advertising ~ Jooking ~ 


Manager looking for 
wider horizons. Can do copy, production, 
buy space, photography, merchandising, 
and rough layouts (no artist). Now in agric, 
but have excellent other backgrounds. 

Box 2461, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lil. 
ADV.-SALES PROMOTION - EDITOR 
Experience ind. & consumer copy, prod., 
layout, house organ editor. College grad. 
Age 30. Married. Phone SU 4-3326 (Chgo) 

Box 2450, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, fl. 


BUSINESS OPPORTU NITIES 


Medium size agency with complete adver- 
tising service, will offer substantial 
ownership in agency to Account Execu- 
tive in Chicago area. Interview in strict 
confidence. 

Box 2465, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Wanted — 


YOUNG MAN 


Whose Future Lies in 
Industrial Advertising 


An peteenatienes -known manufacturer 
of electrical uipment in Ohio is in- 
terested in employing a man between the 
ages of 25 pme 32 in its industrial adver- 
tising department. While some advertis- 
ing experience would be helpful, more 
important qualifications include a crea- 
tive mind and a keen sense of merchan- 
dising. A college education is desirable, 
an interest in technical copy is necéssary, 
and the ability to write is essential. The 
man we are — must have ambition, 
a great desire to learn, and the ability 
to get along with people. This is a real 
opportunity for a young man anxious to 
learn the industrial advertising business 
as well as the manufacturing business. 
Salary commensurate with responsibility. 
Advancement limited only by indivi 
ual’s initiative and performance. Please 
send full particulars, salary expected, 
and photograph. All replies strictly con- 
fidential. 


Box 7343, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Atlantic 


The World's ygroun 
POSTER Your Nose Knows 
ADVERTISING KLEENEX TISSUES 
¥ Your Best Buy in Tissues! 
+ 
PAINTED. DISPLAYS Any Advertiser Knows 
Pee MAXWELL SERVICE 


Z sicbbacian 
ELECTRICS 


May We Serve Yo 


Pla d a ' 


Your Best Buy in Advertising! 


| Mea xive// Co Atlantic G WV NSA 


u? 


Advertising Age, May 16, 1919 


Four Appoint Goldgar 


Mike Goldgar Co., Boston, as 
been appointed to handle the | q. 
vertising of Solo-Pak Electro ics 
Corp., Reading, Mass., manuf ic- 
turer of hearing aid devices; C) n- 
ton Home Improvements, 1 ic. 
East Orange, N. J., building r .a- 
terials; Security Fence Co., Bost on, 
and Fieldstones by Sally Bodw ll, 
Andover, Mass. 


DO YOU WANT A PROVEN 
SALES PRODUCER? 
Have proven my ability by more 
than tripling sales in an estib- 
lished territory over the last three 
years. Want to join an organivza- 
tion where I can grow as I con- 
tinue to produce. Thirty years of 
top production left. Presently sel- 
ling space for a national publisher 
Have other qualities of interest 
to publishers, advertising agencies 
and manufacturers. Salary im- 
portant—but flexible, for the right 
job with the right firm. Ready 
and able to locate anywhere. A 
letter from you will bring my 
prospectus with full details of ex- 
perience and capabilities. 


Box 7355, Advertising Age 
100 E. Ohio St., Chicago 11, IIL. 


Successful advertising salesman 
with executive ability and experi- 
ence in home magazine field to 
act as publisher of chain store 
woman's magazine to be pub- 
lished by group of thoroughly 
responsible chain stores. Write 
giving experience, employment 
history and type and volume of 
advertising you are now selling. 
Box 7354, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


STUDIO OFFICE SUITE 
IN 


The Italian Court 
619 NORTH MICHIGAN AVENUE 


Here is an outstanding Business Home com 
bining a colorful old world atmosphere wi'! 
convenient location in the heart of the new 
North Michigan Avenue development. 

The center of this unique space is a two story 

studio room with beamed ceiling, beautifu 
paneling, a large wood-burning fire-place and 
excellent north light. There are three other 
rooms on this level with two more on the upper 
level reached by a winding stair. There is a 
complete bath on each level, and about 1400 
square feet of usable space in all. 
Advertising, Radio, Commercial Art and man) 
other types of business should find here a: 
ideal environment for their work. For further 
information call 


COOK & JACKSON, INC. 
161 E. Erie St., Chicago 11 
DElaware 7-7755 


WANTED: 
Advertising Teacher 


Leading California University wants o 
man experienced in the mechanics of ad- 
vertising, copy, and campaigns for a po- 
sition beginning in September. Teaching 
experience desirable but not essential. 
Total earnings $5,000 - $7,000 annuc'ly 
depending on qualifications. State exoe- 
rience and personal data in the first ‘et 
ter. Write Box 7358, ADVERTISING AGE 
100 E. Qhio St., Chicago 11, Ill. 


— 


Modern, well equipped print ng 
plant conveniently located o :t- 
side Metropolitan, New Yo k, 
excellent transportation fac |i- 
ties, can offer attractive pri es 
and good service for magazir °s, 
House Organs and Catalogs — 
Box 7359, ADVERTISI)D G 
AGE, 100 E. Ohio St., Chice ‘0 
11, Ill. 


COME WEST MR. EXECUTIVE... tL! € 
LONGER! BUY Established Advertising Age: 
in most popular Southwest Health City . 

$25,000 yearly gross. Modern, 1000 sq. ' 
air-conditioned, street-level offices. Cha: ¢ 
for semi-retirement of experienced Adv. exe 
tive. For details write Box 7357, ADVERT 
ING AGE, 100 E. Ohio St., Chicago 11, 
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McGraw-Hill Prints 
Huge Atomic Energy 
Research Series 


New YorK—McGraw-Hill Book 
Co. is currently involved in one 
of ‘he largest printing and editing 
jobs ever performed in the tech- 
nical field. 

The company is engaged in lin- 
ing up the so-called “Manhattan 
Project Series,” actually a series 
devoted to various aspects of 
atomic energy and research. The 
first volume is Division 4, Vol. 
22-[-Bloom, “Histopathology of 
irradiation from External and In- 
ternal Sources.” 

The company has agreed to pub- 
lish up to 60 volumes, and it prob- 
ably will take two or three years 
—largely because of difficulty in 
getting material removed from 
secret classification. Currently the 
company has 17 volumes in the 
editing and preparatory stage; this 
work is being done in Oak Ridge, 
where one of the publishing com- 
pany’s top production supervisors 
is stationed to assist the editors. 


s In fact, the whole editing pro- 
cess is complicated. First, Mc- 
Graw-Hill is a sub-contractor, 
working under Columbia Univer- 
sity, which drew the award be- 
cause of its work with the Atomic 
Energy Commission. Secondly, the 
whole list is divided into eight di- 
visions, each division headed by 
an editor who will supervise the 
volumes in his division. Third, 
each volume has an editor, unpaid, 
who reports to the division editor, 
and supervises the hundreds of 
contributions from scientists mak- 
ing up the volume. 

For convenience, the work is 
broken up according to where the 
research is done, so that one unit 
works at Oak Ridge, another at 
Los Alamos, etc. The biggest group 
of volumes is Division 4, the 
“Plutonium Project Record,” from 
the University of Chicago. This 
livision will include a book on 
health precaution to be taken in 
research. 


s More than half of the volumes 
are collected papers signed by re- 
searchers, and the remainder are 
survey books,” similar to text- 
books, and these take considerably 
longer to clear and prepare. Royal- 
lies go direct to the Treasury De- 
partment. 

Minimum print order on a vol- 
ume will be 2,000, the average 
will probably be between 4,000 
and 5,000, and a few will have 
larger orders. The entire series is 
being done by photo-offset, al- 
though they will be bound and 
look like letterpress books. Illus- 
rations are made in _ half-tone, 
the) transferred to photo-litho- 
traph plates. 


ousewares Group Elects 


J. W. Alsdorf, president of Cory 
Cor»., Chicago, has been elected 
pres. dent of the National House- 
wars Manufacturers Association. 
.A Kaplan, of Joseph A. Kaplan 
* Sons, New York, has been 
nared vice-president, and H. H. 
Kin ball, Landers, Frary & Clark, 
las been reelected treasurer. A. 
VY. 3uddenberg was renamed ex- 
cul.ve secretary, a post he has 
hel since 1943. 


iC -Brill Elects Perelle 


Ciarles W. Perelle, formerly 
re ident of Gar Wood Industries, 
Lnc Wayne, Mich., has been elect- 
“ resident of ACF-Brill Motors 
0. Philadelphia. He succeeds 
Ror ld Monroe, who has resigned. 

| Parker, vice-president and as- 

‘St.nt general manager, also has 
€si ‘ned. 


larmestown Sun’ Launched 
Tie first issue of the new Sun, 


yanestown, N. Y., came off the 
te ses April 28. This is the first 


GMA Elects Fairman 
Chairman of PR Group 


Milton Fairman, director of pub- 
lic relations for Borden Co., New 
York, has been elected chairman 
of the public relations advisory 
committee of Grocery Manufac- 
turers of America, New York. 
Other committee members are: 
Franklin Bell, Heinz; W. Howard 
Chase, General Foods; Don Cowell, 
Quaker Oats; Earle J. Freeman, 
Kellogg; Talbot O. Freeman, Pepsi- 
Cola; Dan F. Gerber, Gerber. 

Also, Hector Lazo, Sunshine Bis- 
cuits; H. E. Meinhold, Duffy-Mott; 
Hollis Peck, John Morrell; Alex 
Rogers, Libby, McNeill & Libby; 
Thomas Gonser, Lever; Wilmot 
Rogers, California Packing; G. W. 
Sharpe, Beech-Nut Packing; D. B. 
Stetler, Standard Brands; Abbott 
Washburn, General Mills; William 
G. Werner, Procter & Gamble, and 
C. I. Wood, Lipton. 


Koven Joins Waters 


Leonard Koven, formerly with 
Winer Co. and de Perri Advertis- 
ing, New York, has joined Norman 
D. Waters & Associates, New York, 
as an account executive. 


Public Reverses 
Price Control Stand 


New YorK—The American pub- 
lic, which never thought highly of 
price ceilings until they were taken 
away, has reversed itself on price 
controls again. 

Psychological Corp.’s latest re- 
port on price ceilings shows that 
62% now think free competition by 
business will do more to keep 
prices down than an OPA. 

In the spring of 1946, nearly 75% 
of the public favored OPA and 
price ceilings; by October, 1946, 
65% thought free competition by 
business was preferable. In Au- 
gust, 1948, with prices at a high- 
water mark, the percentage be- 
lieving in business had dropped to 
40% —now it has risen to 62%. 


To Wilhelm-Laughlin-Wilson 
The New York office of Wil- 
helm-Laughlin-Wilson & Associ- 
ates has been named to direct the 
advertising of C. P. Leathercrafts, 
retailer of leather gift items. 
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Concert Appoints Stern 

National Concert Magazines, 
New York, has appointed Fred H. 
Stern & Associates, Los Angeles, as 
its West Coast advertising repre- 
sentative. 


Ernst Appoints Warner 

Charles K. Ernst, Inc., manu- 
facturer of Drumobile, barrel and 
drum carrier, has placed its ad- 
vertising with Harold Warner Co., 
Buffalo. 


SUFFERING FROM ~~ 


FALLING CIRCULATION? 


COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


Falling circulation can place any publication in an embar- 
rassing position. Many publishers of paid or controlled pub- 
lications have solved this problem by turning all of their 
— circulation worries over to us. 

Our service includes: 


© Regular Renewal Follow-up! © Subscription Sales Promo- © Addressing and Complete 
” tion! Fulbtiment Service! 


© ABC Statements, Micro-rec- © Nation-wide Newsstand Dis- 
ords and Correspondence! tribution! 


Want more information? Write or call: 


PUBLISHED: hymen? orp. 


538 South Clark Street, Chicago 5, Illinois 


© Daily List Maintenance! 


Wide 9-3773 


They don’t stop work at 5 o’clock... 


10'ning newspaper to be pub- 
‘Shed in Jamestown since 1941. 


They’re everywhere —in homes, in 
offices, in stores, in factories. They’re 
always ready to be used. Day and 
night, weekdays and week-ends, the 
‘yellow pages’ of the telephone direct- 
ory are on the job. They’re guides 
... buying guides ...for 9 out of 10 
shoppers. 


These ‘yellow pages’ tell people 
WHERE to buy branded products 
and services. They point up an adver- 
tising campaign... . lead folks straight 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA. 


to dealers handling the products 
advertised. 


That’s why it’s a good idea to have 
your trade-mark or brand name dis- 
played in the ‘yellow pages’...to have 
your local dealers listed under it. 
This dealer identification plan is 
called Trade Mark Service. 


Hundreds and hundreds of Amer- 
ica’s leading firms have found that 
Trade Mark Service pays by leading 
more prospects to their dealers. 
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Teamwork, Ad Faith 
Vital, Agencies Say 


Attributes of ‘Good 
Accounts’ Are Listed 
by Agency Executives 


By Joun B. MILLER 


Cuicaco—Take it from the agen- 
cy heads themselves, the client 
whom it’s a pleasure to work with 
believes in real advertiser-agency 
teamwork—and believes in ad- 
vertising, too. 

Both these characteristics of a 
“good account” are vital, 45 agen- 


cy presidents or operating heads 
emphasize by their answers in the 
confidential ADVERTISING AGE sur- 
vey of agency-client relationships. 
They list many other attributes, of 
course, and all of these “good” 
characteristics are pretty closely 
bunched. But real advertiser-agen- 
cy collaboration on the job at 
hand, and top management’s firm 
belief in advertising as a sales 
tool, outrank the others. 
According to the agency respon- 
dents, the “good account” or ad- 
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Making mountains out of mole-hills is a desirable 


condition ... 


when the mountains are markets and 


the mole-hills their relatively small components. 


In Eastern Iowa, WMTland is a mountain of a mar- 
ket, made up of more than a thousand communities 
whose aggregate population is well over a million. 


Marble Rock is typical of 


these communities, small 


but significant, rich in buying power and loyal to 
WMT’s exclusive CBS programming. 


When you want to reach all the Marble Rocks in 
Eastern lowa, tell WMT’s prosperous audience and 
start your sales curve mountain-climbing. Ask the 


Katz man for full details. 


CEDAR RAPIDS 


5000 Watts 


600 K.C. 


Day & Night 


BASIC COLUMBIA NETWORK 


os 


problems. 


What Are the ‘Good Accounts’ 
and the Good Agencies? 


This is the fourth and concluding article discussing advertiser- 
agency relationships from the agency viewpoint, as a follow-up 
to the exclusive ADVERTISING AGE series presenting the views of 
more than 100 advertisers throughout the country on their agency 


The 45 agency presidents or operating executives who parti- 
cipated in this confidential survey report, in the concluding 
article, on what they consider the principal characteristics of 
a “good account”; what they themselves would hunt for if they 
were advertisers seeking agencies, and what clients and agencies 
can do, singly and in groups, to improve their relationships. 


vertiser: 
1. Is a practitioner of teamwork. 
2. Believes in advertising. 
3. Operates his business effi- 
ciently. 
4. Is salesminded. 


5. Is financially stable, pays his 
bills promptly. 
| 6. Uses the agency’s services cor- 
rectly. . 

7. Is decisive. 

8. Is open-minded. 

9. Shows appreciation of good 
work. 

10. Compensates 


properly. 


the agency 


a In addition, the agency heads 
say, he demonstrates complete 
confidence in the agency of his 
choice; he is compatible; he mer- 
chandises a good product or serv- 
ice; he is reasonable; he central- 
izes authority; he takes the agency 
into his confidence and gives it 
all the necessary facts; he em- 
ploys capable adverusing per- 
sonnel, and he keeps his sense of 
proportion and humor. 

Of the 16 agency spokesmen who 
listed teamwork, cooperation and 
close collaboration, one executive 
said the prospect is bright “when- 
ever a client is definitely in- 
terested in the results and is will- 
ing to work with the agency in 
every way possible. Any account, 
large or small, can be termed good 
if both agency and client are 
working toward the same end— 
that is, the best results.” 


Another commented: “The close 
cooperation extended by the man 
in charge of company advertising, 
his willingness to work with in- 
stead of against the account exec- 
utive, is the first and possibly the 
most sought-after characteristic of 
a good account.” 


s Still another agency head sum- 
med up the “good acount” this 
way: “An account that takes the 
agency fully into its confidence; 
believes in the principle of team- 
work in its relationship with the 
agency; makes essential data avail- 
able to the agency; uses the agen- 
cy’s facilities and abilities wisely 
and fully, but does not dissipate 
the agency’s time by indecision, 
frequent change of plans or ideas 
or in other ways which unfortu- 
nately occur in some situations.” 

Fourteen of the agency exec- 
utives said the ideal client knows 
advertising thoroughly, under- 
stands its proper role, is enthusi- 
astic about it, and needs no re- 
selling. One declared that “good 
accounts” manifest a desire to find 
out how advertising can be used 
profitably, “as distinguished from 
the too usual attitude of hope or 
wish that they could get along 
without it.” 

Twelve of the 45 agency spokes- 
men said the “good account” boasts 
a company organization which is 
well directed and cohesive, which 
operates efficiently on sound, long- 
range planning, and which knows 
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“its own business and its o vy 
mind.” This kind of client, «x. 
plained one respondent, keeps he 
agency relationship on a business 
basis; contacts the agency throu gh 
a single key executive, and plins 
and budgets its advertising on an 
annual basis. 


ws Salesmindedness and an aggr«s- 
sive sales management, with cle ir- 
ly defined objectives and adver. 
tising properly integrated, were 
listed by 11 of the agency heads 
On this score, one respondent com- 
mented: 

“We find that a good accoun: js 
usually headed by a president who 
is ‘sales minded’ and who believes 
in advertising as a sales tool. He 
recognizes that an agency is com- 
prised of many people with many 
talents and gets to know them. It 
is largely a matter of confidence 
on the part of the client in the 
abilities and sincerity of the peo- 
ple who work on his account. He 
is, therefore, approachable and 
makes it a point of holding regular 
meetings attended by both the cli- 
ent’s sales staff and agency peo- 
ple.” 

Among the ten respondents 


who listed financial stability 
and prompt payment of bills 
as important. attributes, one 


commented that the client “pays 
its bill promptly and _ without 
bickering over production charges 
if an estimate is provided before 
work is done.” Another said: 
“Pays bills within five days.” 


e Ten of the agency heads de- 
clared that the good client has 
cultivated an ability to let the 
agency perform, to use the agency 
intelligently, and that it “turns 
you loose to do the creative job 
you think is right.” When the job 
turns out right, one respondent 
said, the advertiser “is willing to 
stay with a good idea for ten years, 
if it still keeps bringing in the 
dough, even though we are all 
tired as hell of it.” 

Another described the ideal set- 
up this way: “Complete collabora- 
tion and a willingness on the part 
of the advertiser to regard the 
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the ADVERTISING AGE survey: 


8 said he is open-minded. 


6 said he is compatible. 


Agencies Describe the ‘Good Account’ 


What are the principal characteristics of a “good account”— 
the kind it is a pleasure for an agency to work with? Here are 
the attributes listed by the 45 agency heads who cooperated in 


16 said the ideal client believes in and practices teamwork. 
14 said he believes in advertising. 

12 said the advertiser’s business is operated efficiently. 
11 said the client is salesminded. 

10 said he is financially stable, pays his bills promptly. 
10 said he uses the agency’s services wisely. 

9 said the advertiser is decisive. 


7 said he offers deserved praise. 
7 said he expects to pay properly for agency service. 
6 said the client is completely confident in the agency. 


5 said the advertiser markets a good product. 

4 said he is reasonable in demands. 

4 said he centralizes authority. 

4 said he takes the agency into his confidence. 

4 said he makes all essential data available to the agency. 
3 said he hires capable advertising personnel. 


agency’s recommendations as wor- 
thy of thoughtful consideration, 
exploration and discussion. Our 
best accounts (and, not inciden- 
tally, those for which results are 
most notable) are those which re- 
gard the agency as the extension 
of their own advertising and sales 
departments and not as a separate 
organization in another part of 
the city.” 

Among the nine agency execu- 
tives who listed decisiveness, one 
summed up the attribute this way: 
“The ability to see ahead, plan 
ahead and okay long-range opera- 
tions—plus the courage to change 
when the need is clearly indi- 
cated.” 


s The open-minded client, said 
eight of the agency spokesmen, is 
receptive to new ideas and fresh 
thinking; is “willing to discuss, not 
caring who gets the decision”; ac- 
cepts research facts as construc- 
tive, not destructive, criticism; will 
test new approaches continually, 
and will accept product correc- 
tions. 

Seven agency heads cited client 
appreciation of agency work when 

is deserved, one explaining: 
They give credit where credit is 
due, do not hesitate to compliment 
when it is deserved...more im- 
portant than money to really cre- 
ative people.” 

However, seven of the agency 
respondents pointed out that the 
advertiser who expects real service 
also expects to pay a reasonable 
sum for that service, including 
field work, research, creation, 
preparation and supervision of 
Sales literature, catalogs, sales 
manuals, publicity and public re- 
lations, “all of which are separate 
from and over and above the work 
covered by media commissions on 
Space, time, etc.” “They don’t mind 
our showing a profit,” one exec- 
utive said. Another declared: 
“They do their best to keep the 
agency in the black—just so long 
as a real service is rendered.” 


# ‘n addition, said the agency 
ds, the “good account” mani- 
fes's its confidence in the agency, 
as it does in its lawyers and tax 
ert; it “will be as sold on the 
ney in tough times as it is 
‘en money is easy and profits 
hich”; it embraces “your kind” of 
be ple who stimulate a mutual re- 
Sp:ct; its policies and product or 
Sse-vice arouse the agency’s en- 
th isiasm; it isn’t looking for over- 
nicht miracles, and it ‘doesn’t 
taxe credit for all the good breaks 
ani blame the agency for every- 
th ng that goes wrong.” 

‘he president of an agency 
Whose billings last year were close 
to $10,000,000 said his company 
has found that the retention of 
Sable billings takes care of itself 
Wen all other factors are work- 
ins harmoniously, and that “we 
heve retained all of our original 
chents since the present mannge- 


Dok 0 he agency 


ago.” The “good account,” he de- 
clared, is an aggressive young or- 
ganization which is willing to give 


credit where credit is due, which 
sincerely wants to make the agen- 
cy a partner, and withholds no in- 
formation affecting the advertis- 
ing and promotion of its product. 
One agency executive appended 
this question: “Why do so few cli- 
ents recommend their agencies to 
other (non-competitive) clients? 
I don’t know and have wondered 
about it for more than 35 years!” 


e If these agency executives were 
advertisers hunting for an agency, 
here are the things they would 
look for: A well-rounded organi- 
zation offering adequate facilities 
and service; a good record of past 
accomplishment in the client’s and 
other fields; high creative stand- 
ards; integrity; financial stability; 
real enthusiasm for the client’s 
own business, and strong per- 
sonnel. 

The relative importance of these 
and other factors, as the agencies 
see it, is shown in an accompany- 
ing table with the respective num- 
ber of agency “votes” for each 
group of attributes. 


what he would look into: 

“1. The agency’s record. How 
much of the advertising it had 
done had really factored in the 
success of his accounts. And I 
would sure take those acounts out 
to lunch and quiz hell out of 
them... 

“2. How different the advertis- 
ing that agency had produced was 
from the other advertising in each 
industry in which he had an ac- 
count. 

“3. How businesslike his methods 
were. If they are, the agency can 
and probably will be first to dis- 
close them. 

“4. How little emphasis the 
agency puts upon trivia; how much 
on the basic merchandising and 
copy plan. 

“5. What progress the agency 
had made. Its comparable state- 
ments, ten years ago, five years, 
today. And what kind of progress. 
Whether through plain servicing of 
accounts, or through account wind- 
fall of some kind, or through 


smooth selling just to get ac- 


hier 
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One agency owner said this is| counts. 


“6. What accounts lost by the 
agency—and I would take the 
trouble to find out why; both sides, 
the agency’s and the advertiser's. 

“Oddly enough, this is the first 
time I had ever thought about 
hiring an agency. But I will add 
to that: If I were the head of 
another business, its advertising 
would by my No. 1 concern.” 


we Is there any single thing that 
clients or agencies (or both) might 
do to improve agency-client re- 
lationships? In answering that fi- 
nal question, the agency spokes- 
men united on a common goal— 
teamwork, planning together, shar- 
ing responsibility, more contact at 
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Today’s management executives plan exclu- 
sively from facts. Each day’s events, near or 
far, can vitally affect the profits of many a 


business. 


That is why, each morning, 200,000 business 
and industrial executives scan their Journal 
of Commerce, interpret the facts and make 
decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the sig- 
nificant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive business-angled news fea- 
tures, funneled down the specific interests of 
management executives. And to these execu- 
tives the Journals of Commerce bring the 
day’s most vital news. 

No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that play the 
role of industry’s weather vane. 


TOP MANAGEMENT’S GOOD RIGHT HAND 
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BUSINESS 


DECIDE . 
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WEATHER VANE OF IN DUSTRY 


With the help of vital spot news in the Journals of 
Commerce executives make their day-to-day decisions 
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top policy levels, a “partnership 
basis,” and “a reasonable amount 
of give and take when the going 
gets rough.” 

A score of the 45 agency heads 
mentioned factors in this cate- 
gory, one of whom described the 
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effort to understand each other's 
problems and viewpoints as “the 
cornerstone of all agency-client 
relationships.” Another said the 
aim should be to “operate more 
nearly as a single entity rather 
than as ‘client’ and ‘agency,’ or 
‘customer’ and ‘salesman,’ or ‘boss’ 
and ‘employe’ faced with an ever- 
present threat of losing his job.” 

Another vital factor, said seven 
of the respondents, is a frank, 
clear understanding of the goal to 
be reached, how far the agency is 
to go in merchandising, field work, 
etc. One urged advertisers and 
their agencies to “put it all on an 
annual contractual basis so the 
agency knows it has security and 
can feel free to do a good, sincere 
job.” Another said there should 
be a clear understanding that the 
standard compensation is 15% on 
the gross, and that this covers only 
the preparation of commissionable 
consumer advertising; everything 
over and above that should be on 
a cost-plus or fee basis. 


ws “The agency should be willing 


to earn every dollar of its remun- | 
eration,” one executive commented. | 


“The client should be willing to 
adequately compensate the agen- 
cy for the one hundred and one 
jobs and activities necessary to the 
successful servicing of the ac- 
count.” 

Another executive suggested a 
conference on production charges 
which are billed to the client 
above the agency’s commission. 
“Let the client’s own staff make 
a thorough study of the charges,” 
he said. 

A plea for stronger advertising 
managers and account manage- 
ment men, both adequately paid, 
was entered by one agency chief. 
Another said: “Give the advertis- 
ing manager more authority and 
higher stature (corresponding to 
the sales manager).” Still another 
declared the client should appoint 
one officer, not a committee, to 
be responsible for all advertis- 
ing and sales promotion after a 
budget has been set. “Clients’ 
committees move too ponderously,” 
he said. 


@ Here are some other sugges- 
tions they made: 

“Work for a better understand- 
ing of the function of advertising 
as a selling tool.” 

“Hold advertising and agencies 
in higher regard (some of them 
know more than their clients).” 

“The advertiser at top sales 
level should take the account exec- 
utive on occasional trips to im- 
portant buyers and pay for such 
trips. The agency should also 
learn more about competitive 
pricing and packaging, in the 
field and not behind the desk.” 

“Test as much as possible, with 
a view of having a factual justi- 
fication for their advertising pro- 


“my field.” 


16 for integrity, honesty. 


service. 


3 for initiative. 


of convictions; 


profit.” 


Agency Heads Look for Agencies 


The 45 agency executives who cooperated in the ADVERTISING 
AGE survey listed a wide variety of facilities and facts they would 
search for if they were advertisers hunting an agency. Here are 
the things they would seek, with the number of agency “votes 
accorded each. Several of the attributes, of course, overlap others; 
but the composite group shapes up like this: 


21 would look for adequately trained, compatible personnel. 
19 for general ability and experience, 


18 for the record of past achievement. 


15 for sincerity, interest, enthusiasm. 
14 for a well-balanced agency with adequate facilities and 


13 for good management, financial stability. 

13 for high creative standards, good ideas. 

13 for knowledge of sales, merchandising, research. 
7 for types of accounts served, length of service. 

5 for ability to sell goods and services. 


2 for understanding of business essentials. 
Single votes were cast for such things as frankness; courage 
courage to pioneer; 
’> capable technicians; an agency 
successful in developing accounts f..m small to large ones, and 
- “a working philosophy that client success is the key to agency 


caliber; “young group of people’ 


” 


including work in 


thinking of management 


cedure.” 

“Agencies should never make a 
solicitation without an invitation, 
and clients should not entertain 
unwanted agency approaches.” 


w The agency could do a better 
planning and creative job, and a 
better management job, one exec- 
utive declared, adding: “The ad- 
vertiser could quit being such a 
complete, damn-fool know-it-all 
about something he never has 
studied, he never has practiced, 
and which is surely in the realm 
of the creative arts.” He should 
back the agency’s creative ideas 
until they fail to pay, and “could 
restrict relationships of executives 
and employes with agency per- 
sonnel—eliminate the very great 
power of entertainment, especially 
on the lower levels. A little en- 
tertainment covers a multitude of 
sins.” 

All-industry approaches to the 
problems involved in improving 
client-agency relationships, in- 
cluding a public relations pro- 
gram in defense of advertising 
and agencies, were suggested by 
two of the agency executives. 


ge One declared it is unlikely that 
anything constructive can be done 
unless it is to hold more frequent 
roundtables between members of 
such groups as the Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies. “And ‘lesser’ 
(meaning smaller) members of 
both bodies should carry on the 
bulk of the discussions,” he ex- 
plained. “This would tend to make 
the discussions more representa- 
tive of the industry as a whole 
rather than if the roundtable were 


carried on between the largest of 
our advertisers and the largest of 
our agencies.” 

The remaining suggestion, which 
might be considered by both 
Four A’s and non-member agen- 
cies, was this: 

“Much improvement would re- 
sult if a concerted, organized ef- 
fort were made by medium and 
smaller agencies to launch a con- 
tinuous public relations program 
to offset the impressions created 
by ‘The Hucksters’ and by not-in- 
the-picture concepts of agency op- 
eration. These have created cyni- 
cisms and misconceptions that 
hurt advertising, expecially among 
inexperienced new clients.” 


Heads Kennedy Valve 


J. Lawrence Kennedy, vice-pres- 
ident and account executive of 
Charles L. Rumrill & Co., Roches- 
ter, N. Y., has resigned to become 
assistant to the president of Ken- 
nedy Valve Mfg. Co., Elmira, N. 
Y. He also will direct the com- 
pany’s advertising and sales pro- 
motion activities. 


Gets Part of Elgin Account 


Behel & Waldie & Briggs, Chi- 
cago, has been appointed to handle 
the advertising of the industrial 
products division of Elgin National 
Watch Co. The division is located 
in Aurora, II. 
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Richfield Oil Pays 
Distributors Half 
Their Ad Costs 


New YorK—Richfield Oil Co: p. 
of New York has launched a c)- 
operative advertising plan for i.- 
dependent Richfield distributo s 
Under the new plan, according ‘o 
B. N. Pollak, sales promotion ma)- 
ager, Richfield will reimburse ts 
distributors for one-half of thei: 
cost of Jocal newspaper and rac io 
advertising during 1949. 

Distributors are free to select 
their own newspapers and pro- 
grams and will make their con- 
tracts locally, with the company, 
supplying mats and commercials 
without charge. 

Richfield Oil of New York 
neither owns nor operates its own 
service stations or wholesale bulk 
plants. It distributes its products 
through independent distributors 
located along the Atlantic Sea- 
board from Maine through the 
Carolinas. 


Appoints Ray Fiore 


Ray Fiore, former manager of 
the national sales division of Mac- 
fadden Publications, New York, 
has been appointed vice-president 
in charge of sales of Publishers 
Distributing Corp., New York. Also 
promoted were Allen Hardy to 
western sales manager and Danie! 
Goldstein to eastern sales manager 


Fairchilds Opens Agency 


Don Fairchilds, formerly adver- 
tismg manager of the Weatherhead 
Co., Cleveland, has opened his own 
advertising and sales promotion 
agency in the Hanna building, 
Cleveland. Olga Grill, who has 
been his secretary, will be secre- 
tary of the new corporation, to be 
known as Don Fairchilds, Inc. 


Johnson Retires from Blatz 


Hal S. Johnson, advertising 
manager of Blatz Brewing Co., 
Milwaukee, kas retired after more 
than 16 years with the company 
Robert D. Hirschboeck, formerly 
sales manager of John Graf Co. 
Milwaukee, has been named to the 
new post of sales promotion man- 
ager of Blatz. 


McMath Joins Personnel 


Kenneth R. McMath, formerly a 
merchandising executive with N 
W. Ayer & Son and a copy chie! 
with Blackett-Sample-Hummert, 
has been named director of client 
services for Personnel Laboratory, 
New York. 
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the No. 1 Network 


The November 1948 Conlon Survey 
shows WOC First in the Quad-Cities 
in 60 percent of Monday through 
Friday quarter-hour periods. WOC’'s 
dominance among Quad-Cities sta- 
tions brings sales results in the rich- 
est industrial market between Chi- 
cago and Omaha... Minneapolis and 
St. Louis. Complete program dupli- 
cation on WOC-FM gives advertisers 
bonus service. 


| Col. B. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, IOWA 


FIRST in tne 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 


Basic Affiliate of NBC, 


\ FREE & PETERS, INC., National 


 \ 


C.P. 22.9 Kw. visual 
and aural, Channel 5 


* 
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dvertising Age, May 16, 1949 


Self-Serve Meat 
“rend Growing, 
SMI Meet Told 


Cuicaco—A report from Armour 

& Co., released in California, and 

all-morning session at the 
Super Market Institute conven- 
ym here last week indicate that 

e problem involving self-service 
peat departments in food stores 
iow is largely one of reducing 
costs. 

The period when pros and cons 
of the trend toward self-service 
were discussed is over. Self-ser- 
vice meat departments have ar- 
rived, and the speed of their 
growth was discussed both by Ar- 
mour and SMI. 

Sam Teitelman, director of sales 
research for Armour, reported his 
company’s survey to the Western 
States Chain Grocers Association 
in Coronado, Cal., Tuesday. 

He said that Armour announced 
a year ago that there were ap- 
proximately 5,000 stores on a par- 
tial self-service meat basis. Today, 
according to a special A. C. Niel- 
sen Co. estimate, he said, 7,754 
stores are on a partial self-service 
basis (as of April 1), of which one- 
fourth are chains and three-fourths 
independents. The 7,754 stores do 
6% of the total food store sales. 


—— —- -« 


s There were approximately 200 
self-service stores operating on 
April 1 last year. Six months later 
there were 400. Last April 1 there 
were 878. Since complete self- 
service departments are opening 
at the rate of about 75 per month, 
there will be an estimated 1,500 
stores on a 100% self-service meat 
basis by the end of this year. 

However, such stores still do a 
small percentage of the total food 
business. Chains with self-service 
meats account for about 5% of 
the total chain store volume. In- 
dependents with self-service meats 
account for less than 2% of the 
independent volume. The total 
volume for all types may rise to 
4 or 5% by the end of the year, 
Mr. Teitelman declared. 

There are still a number of im- 
portant cities without a single self- 
service meat department. These in- 
clude Chicago, St. Louis and Se- 
attle. Only Vermont and West Vir- 
ginia among the states do not now 
have any self-service meat de- 
partments in operation. Twenty- 
seven areas, with 400 self-service 
departments, do nearly 50% of the 
total self-service meat business. 


s More than 50% of all self-ser- 
vce meat stores are chain owned, 
wth 10% owned by national 
chains, 42% by important sectional 
0: regional chains and less than 
\'> by strictly local chains. 

Most of the operators, according 
to the Armour study, are satisfied 
Ww th their new operations, despite 
th» problem of higher costs than 
W-re originally estimated. The in- 
stinces of dissatisfaction are con- 
i .ed largely to stores with limited 
v lume. At least two dozen stores 

ve tried self-service meats and 

en switched back to service meat 
| partments—largely the smaller 
S ores, 

Greatest attention is now being 

‘used on problems of layout, 

ichine vs. hand labor, conveyor 

It vs. manual operation and 
‘ her methods of reducing costs. 

According to the SMI report 
| esented by William Applebaum 

the 12th annual supermarket 
nvention in Chicago last week 

ee story on Page 1), 56% of the 
° 1 Super Market Institute mem- 
rs already have had some ex- 
rience with self-service meat. 
venty-two per cent of the mem- 
‘rs have one or more complete 
‘lf-service meat departments in 
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TREND—Armour & Co.'s director of sales 

research, Sam Teitelman, developed this 

and other charts to show the rapid growth 
of self-service meat stores. 


their stores; 25% have partial self- 
service operations, and 9% have 
both. 


ws About 69% of all the complete 
self-service meat installations were 
made in 1947 and 1948. There are 
pronounced regional differences in 
the extent of such operations, some 
of which are the result of resis- 
tance by some meat cutters’ unions 
to the trend. 

Almost half (46%) of the com- 
panies have plans to install either 
complete or partial self-service 
meat departments in 1949. Com- 
plete installations are planned for 
8% of the supermarkets, and par- 
tial setups for 6%. If the plans 
are carried out, about one in five 
SMI member markets will have 
complete installations by the end 
of ’49 and an equal number will 
have partial self-service meat de- 
partments by the end of the year. 

In addition to Mr. Applebaum’s 
report, six speakers at the Thurs- 
day morning session of the SMI 
convention discussed the subject 
of installation and merchandising 
of self-service meats. 


a Much of the discussion covered 
technical matters. However, Paul 
J. Ciferino, general manager of 
Supreme Markets, Inc., Dorchester, 
Mass., pointed out that the trend 
toward self-service meats has been 
sparked primarily by the retailers 
themselves. 

He said that any competitive 
advantage that self-service endows 
will be short-lived as the trend 
increases. The primary question 
faced by operators planning such 
installations, he asserted, is one 
of when to get into such an opera- 
tion. 

The easiest way to find out 
whether self-service is acceptable 
to a retailer’s community, he said, 
“is to let somebody else try it 
first.” 

Bert P. Maher, vice-president 
of Henry J. Eavey, Inc., Richmond, 
Ind., cited self-service meats as 
one means of eliminating the bot- 
tleneck resulting from shopping 
congestion toward the end of the 
week. 


ws However, Milton Sandell, presi- 
dent of Benner Tea Co., Burling- 
ton, Ia., told the group that self- 
service meat departments have 
not resulted in a reduction of ex- 
penses, and mentioned that other 
operators also have found this to 
be true. 

Esther Latzke, director of con- 
sumer research for Armour & Co., 
and one of the four women ap- 
pearing for the first time on an 
SMI program, cautioned super- 
market operators that proper 
labeling and quality are imperative 
if self-service tests are to be 
successful. 


SELF-SERVICE SURGE 


REPORTED BY ‘PG’ 

New YorK—The trend in 1948 
in food retailing was increasingly 
to self-service, as 545,700 food out- 
lets piled up a record $30.9 billion 


in food sales. 

Progressive Grocer has released 
its 1949 “Facts in Food and Gro- 
cery Distribution.” It showed 
clearly the continuing trend to 
self-service. Now 50% of food vol- 
ume in independent and combina- 
tion stores is done by self-service, 
plus an additional 30% in semi- 
self-service stores. The chain vol- 
ume is dominated (86%) by self- 
service. By the end of 1948, 800 
markets had complete self-service 
meat departments and 5,000 had 
partial self-service meat sections. 

Voluntary and cooperative 
groups made progress in 1948. 
Progressive Grocer estimates af- 
filiated stores numbered 115,000 
with $7.8 billion in sales, compared 
with 260,500 unaffiliated stores 
with sales of $7.3 billion. 


w Independents are still dom- 
inant in the food field with $15.1 
billion volume, compared to $9.5 
billion for chain stores and $6.3 
billion for specialty food stores. 
However, chains showed the 
largest, increase in volume, 13%, 
against 8% for each of the other 
categories. 

The grocery business paper also 
discovered a strong trend to sup- 
plementary lines. Among medium 
and large independent stores, 61% 
now sell drug sundries; 74% ice 
cream; 73% frozen foods; 95% 
facial tissues; 75% boxed candies; 
85% razor blades; 90% light bulbs; 
and 13% magazines. 

The trend is to large stores. In- 
dependent stores showed a strong 
drift toward medium stores and 
“superettes,” which account for 
52% of the sales. 

Profit margins were narrower, 
although food prices generally 
were up 8.5% in 1948. The stores 
carried wider lines of food; for ex- 
ample, 89% of the stores carried 
meat in 1948, against 76% in 1939. 


ws The batting order of the great 
chains continued to be about the 
same. A&P dominates the field, 
with nearly $3 billion in volume, 
followed by Safeway with $1.2 bil- 
lion, Kroger with $825,000,000, and 
then First National, American, Na- 
tional Tea, Colonial Stores, Jewel 
Tea, H. C. Bohack, Grand Union, 
Food Fair, Winn & Lovett, Fisher 
Bros., Stop & Shop, Dominion and 
Dixie-Home (the last had $41,993,- 
868 in 1948 volume). 


Bon Marche Uses Video; 
Cancels AM Schedule 


Bon Marche, Seattle department 
store, a unit of Allied Stores, has 
taken over exclusive sponsorship 
of the telecasts of home basebail 
games over KRSC-TV, marking 
the first season of baseball tele- 
casts in Seattle. At the same time 
the store has dropped all AM ra- 
dio, including a half-hour Sunday 
musical program, a quarter hour 
daily of piano melodies and oc- 
casional spot announcements. Bon 
Marche is a heavy user of news- 
paper advertising. 

The telecasts will promote the 
entire Westinghouse line. 


Appoints McLain-Dorville 


Penn Metal Corp. of Pennsyl- 
vania, Philadelphia, manufacturer 
of steel storage equipment and cor- 
rugated metal drainage pipe, has 
named McLain-Dorville, Inc., Phil- 
adelphia, to direct its advertising. 
Business papers, farm papers and 
direct mail will be used. 


Borden Elects Jones 


W. Frank Jones, executive vice- 
president, has been elected presi- 
dent of Borden Co. Ltd., Toronto. 
He succeeds Matthew D. Warner, 
who will continue as chairman of 
the executive committee, a director 
and a member of the board of of- 
ficers. 


Frankel Appoints McCarthy 


Fred S. McCarthy, formerly tele- 
vision sales promotian manager 
for the Midwest for Philco Corp., 
has been appointed director of 
sales promotion of Jones Frankel 
Co., Chicago. 


MELE hi 
GOOD LUCK 


MADE THs Excwwsive JU\VORO SW SR7 way 


for tep quality 


INTO CANADA—Full pages in Canadian 

dailies are announcing that Lever Bros. 

Ltd., Toronto, will soon introduce Good 

Luck margarine, in half-pound bars, two 

to the package. Ruthrauff & Ryan, To- 
ronto, is the agency. 


Topics Denies 


McQuade Suit 
Still Pending 


Plaintiff's Counsel 
Says Action Starting 
in Westchester Court 


NEw YorK—Theodore I. Wat- 
terson, counsel to Topics Publish- 
ing Co., denied last week a report 
published in AA May 9 that legal 
action is now pending in a suit of 
John S. McQuade against Aglar 
Cook, president of the Topics com- 
pany, for alleged waste of its funds. 

Mr. Watterson said that “on 
April 4, 1949, the appellate divi- 
sion of the Supreme Court of the 
State of New York, second judicial 
department, unanimously dismissed 
a second complaint of John S. Mc- 
Quade in the action he instituted 
against Aglar Cook and Topics 
Publishing Co., on the ground that 
it did not set forth facts sufficient 
to constitute a cause of action. 

“A first complaint theretofore 
served by McQuade was previously 
dismissed on the same ground by 
the New York Supreme Court.” 


a Meanwhile, Marvin Stone of 
counsel to Mr. McQuade, told AA 
last Thursday that “although no 
formal suit has yet been filed, a 
new and amended complaint and 
summons is being served this week 
in the Supreme Court of West- 
chester County, at White Plains.” 

The AA story was based on ten 
“demands” served by counsel of 
Mr. McQuade on directors of the 
Topics company. 


Vacuum Foods Appoints 
James Rayen A. M. 

James Rayen, former director 
of advertising of Boyle-Midway 
division of American Home Prod- 
ucts Corp., New 
York, has been 
appointed adver- 
tising manager of 
Vacuum Foods 
Corp., New York, 
packer of Minute 
Maid frozen con- 
centrated orange 
juice. 

Prior to his as- 
sociation with 
American Home, 
Mr. Rayen was 
assistant adver- 
tising manager of H. J. Heinz Co. 
for five years and before that was 
with Scripps-Howard newspapers 
in an editorial capacity. 


James Rayen 


DuMont Appoints Lohman 


George P. Lohman, formerly 
president and general manager of 
Haynes-Griffin, Inec., has been 
named sales representative of the 
receiver sales division of Allen B. 
DuMont Laboratories, New York. 
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300 Industrial 
Editors Attend 
Toronto Meeting 


Toronto—The first convention 
of the International Council of 
Industrial Editors to be held in 
Canada drew about 300 delegates 
to the King Edward Hotel here 
May 10-12. Delegates from 21 of 
the United States attended the 
meeting, eighth held by the ICIE. 

Opening the convention, H. F. 
Heil of the National Cash Register 
Co., Dayton, O., and president of 
the council, stressed the impor- 
tance to industrial publications of 
promoting good will between com- 
pany and employe. The employe 
publication, properly prepared and 
actively supported by both man- 
agement and employes, he said, 
does the following: 

1. It keeps employes informed of 
company operations, policies and 
developments. 

2. It helps cement agreement 
and reduces friction between em- 
ployes and management. 

3. It can be used to spike rumors. 

4. It helps bring together the 
employes as a family with mutual 
interests. 

5. It encourages greater partici- 
pation in company development. 

6. It helps build community co- 
operation with the company. 

7. It helps build employe respect 
for the community. 

8. It helps reduce loss by care- 
lessness and waste. 

9. It fosters favorable reaction 
toward the company on the part 
of the employe’s family. 


@ Analyzing principles of layout, 
Fred Kirby, promotion counsel, 
Saturday Night Press, Toronto, told 
the delegates that more than 85% 
of all impressions are made through 
the eye, and most editors want 
those impressions to be favorable. 

J. Winton Lemen, manager, pro- 
fessional film sales division, East- 
man Kodak Co., Rochester, said he 
believes that pictures have taken 
their place as fulltime partners 
with editorial copy content. 

William I. Ong, director of pub- 
lic relations, American Steel & 
Wire Co., Cleveland; and James 
J. Wadsworth, special assistant to 
Paul Hoffman, administrator, Eco- 
nomic Cooperation Administration, 
were among other speakers at the 
meeting. 


@ Del A. Pendergast, editor of 
“Public Service News,” Public 
Service Co. of Northern Illinois, 
Chicago, was elected president of 
the council for the coming year. 

Others elected were: Clarence 
S. Bolen, Southern Bell Telephone 
& Telegraph Co., Atlanta, vice- 
president; William J. Nash, Mon- 
santo Chemical Co., St. Louis, sec- 
retary, and Henry Frietag, Modern 
Woodmen of America, Rock Is- 
land, Ill., treasurer. 

Regional vice-presidents elected 
were: Arthur Johnson, Chase 
3rass & Copper Co., Waterbury, 
Conn., eastern; Stewart J. Wolfe, 
Parke, Davis & Co., Detroit, east 
central; Lora K. Briggs, Common- 
wealth Edison Co., Chicago, west 
central; D. R. McLeary, Genuine 
Parts Co., Atlanta, southern; Rich- 
ard Osgood, Squirt Co., Los An- 
geles, western; and Rowland Rudd, 


Aluminum Co. of Canada, Mon- 
treal, Canadian. 

The Associated Editors So- 
ciety of Pittsburgh will be host 
to the 1950 convention to be held 
in May next year 
Emmet Joins Velthaus 

Herman Emmet Jr., formerly of 
Country Book Magazine, has 


joined Gerard Velthaus Associates, 
New York, publishers’ representa- 
tive, as manager of the New York 
office. 
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Stewart Names Wilhelms 

Frank Wilhelms, who formerly 
operated his own agency, has been 
appointed an account executive of 
James A. Stewart Co., Pittsburgh. 


MacMaster Joins Dell 

Donald S. MacMaster, for the 
past 13 years with Fortune, New 
York, has joined the Chicago sales 
staff of Dell Publishing Co. 


(Ade eveloomans ) 


Appointed by N. Y. Central 


Frederick B. Hank has been appointed 


general manager of the New York 
Central's Electric, Harlem, Putnam 
and River (West Shore) divisions, and 
the New York Terminal district, in- 
cluding the marine department. Mr. 
Hank reads The Wall Street Journal 
regularly. So do 223,640 other business- 
men, including 31,899 general mana- 
gers, department managers and aed 
assistants. The Journal's readershi 

a genuinely powerful buying mar a 
If you sell to business and industry 
you should advertise regularly in The 
Wall Street Journal. 


Up Front Pages 
Best Buy, Says 
Media Analyst 


Pumpian Scans Cost of 
Readership Point in 
Business Paper Study 


Cuicaco—The first study of 
business paper readership, cover- 
ing the Oct. 15, 1948, issue of Auto- 
motive Industries, shows that “the 
lowest average cost per point of 
readership rating was delivered by 
the black-and-white pages in the 
front of the book, while the most 
expensive average cost was for the 
two-color pages in the solid ad 
section in the back of the book,” 
according to an analysis by Charles 
Pumpian, director of media for 
Henri, Hurst & McDonald. 

Emphasizing that a single study 
cannot be considered a valid cri- 
terion for general conclusions, Mr. 
Pumpian nevertheless asserts, in 
his analysis prepared for execu- 
tives within his own agency, that 
the analysis based on size, color 
and position in the book is in- 
teresting and may point the way 
to more valid conclusions as the 
body of evidence is enlarged. 

Some of his factual findings fol- 
low: 


w 1. Black-and-white pages in the 
front of the book delivered a point 
of readership at an average cost 
of $6.06, based on one-time rates. 
This was the lowest cost for any 
group of ads in the issue. 

2. The most expensive average 
cost ($12.56) was for two-color 
pages in the solid ad section in 


TAKE a leaf from the pa 


ing buyer in 


Results from 
“classified” ? 
Sure! 
E3% in 48 
placed tn the 

SAN DIEGO 


UNION and 
TRIBUNE-SUN* 


ge of the Classified Advertis- 


San Diego. You know that he must have action! 


Results alone are what count with him. You can get the same 


dominance and concentratio 


n of advertising dollars in 


general advertising when you select the San Diego UNION 


and TRIBUNE-SUN. 
classified advertising buyers d 
this rich and constantly growin 


, exclusively . 


. the way most local 
o! Just o one ‘“‘buy”’. . . covers 
g Southern California market. 


* 1,537,606 
individual classified 
ads in the UNION and 
TRIBUNE-SUN in 1948! 


495,000 people in the Metropolitan 
area, within 15 miles of “downtown”; 
600,000 in San Diego County. 
Nearest big city over 100 miles north. 
Isolated, concentrated population, 
dominated by no other single ad- 
vertising medium! 


Ask the West-Holliday Man! 


ll the News with Partiality to Non 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago « Denver + Seattle + Portland « San Francisco + Los Angeles 


Ads in front of book 
before lead article 
pages 1-)4 


Ade after lead article 
but preceding solid ad 
section in back of is- ub 28 
sue = pgs.65-103 


$ 8.30 8 23 


$ 8.13 1; & 


$ 7.25 6 7 $ 9.82 


Ads in solid ad sec- 
tion in back half of 
issue* — pgs. 103- 
158 


Total of All Ads 


SpA 1? 
48 


22 $10.20 38 23 


$ 9.00 6 u 


$ 9.21 


$ 8.22 16 3 


$ 7.88 


A =~ One-half page 
It is not included in totals. 


"Cost per point of readership" is based on i-time space rate. 


Readership rating represents the per cent of those interviewed (330 primary and secondary readers) who remembered reading or see- 


ois not include the one 4-cclor insert in the issue, nor cover positions. No cover positions are included in this analysis. 
**# Three of the 9 ads were special positions, 
(1) Of the 48 2-color ads, 39 were R&B (average rating 21 -- $10.60 per point of readership); 9 were B and other color (average 

rating 28 — $9.20 per point of readership) 
did appear as a special position on page 3 on Table of Contents page — rated 24 and a cost of $5 per point. 


back of the book. 

3. “A lower readership cost was 
secured by position far forward, 
with the lowest cost for ads in 
front of the book before editorial.” 

4. “Half-pages did much better 
when positioned alongside editorial 
material in the forward sections as 
compared with placement in the 
back section where full pages 
overshadow half-pages.” 


e 5. “The over-all cost shows an 
advantage of half-pages black and 
white ($7.88) as compared with 
$8.22 for full pages black and 
white and $10.20 for a two-color 
page.” 

6. “It is interesting to note that 
the average cost per point of read- 
ership for the nine two-color ads 
using blue or yellow was $9.20 as 
compared with $10.60 for the 39 
red-and-black pages. Possibly the 
contrast gave the yellow and blue 
added attention value.” 

7. “A cost analysis of six one- 
column ads (one-third page) ap- 
pearing alongside editorial ma- 
terial shows an average cost per 
point of readership of $9.82.” 


ws The best ad in the book, a b&w 
page for Waukesha engines, ap- 
pearing on Page 1, got a 52% 
readership rating, and cost, ac- 
cording to Mr. Pumpian’s analysis, 
$4.23 per point of rating, even 
though it paid a premium for posi- 
tion. Costs per point of readership 
for other special positions in the 
magazine, 
follows: 

Page 2, red and black, opposite | 
table of contents, $10.23. 


tents page, $5. 

Page 14, red and black, opposite 
“Highlights of This Issue” page, 
$9.35. 

Page 16, b&w, opposite “News 
of the Automotive Industries,” the 
best-read editorial feature in the 
publication, $12.23. 

Page 24, b&w, opposite first lead 


story, $4.90. 
Second cover, red and black, 
$7.50. 
Third cover, red and black, $11. 
Fourth cover, red and _ black, 


$11.07. 
ws “These figures,” says Mr. Pum- 
pian, “indicate that preferred posi- 
tions—with several glaring excep- 
tions—did deliver ‘readership at a 
relatively low cost. 

“The issue carried only two red- 
and-black spreads, and these were 


he reported, were i“ 


Page 3, one-half page on con-| 


ahead of the solid ad section in 
the back. In an issue that carried 
48 pages of two-color advertising, | 
it would normally be expected | 
that the two spreads would get a| 
good readership break. One got! 
readership at a cost per readership | 
point of $9.10, the other at $8. This | 
is somewhat disappointing since| 
the average cost of all the red-and- 
black pages in this section of the | 
issue was $8.30.” 

Pointing out again in his mem- 
orandum that it would take a series 


of similar studies to warrant gen- 
eral conclusions on cost based on 
position, size of space and use of 
color, Mr. Pumpian emphasizes 
that “copy as much as position 
determines the value of adver- 
tising pages” and urges a perusal 
of the copy used in the various 
ads. 

The readership analysis is based 
on a joint effort of Associated 
Business Papers, the American As- 
sociation of Advertising Agencies 
and the Association of National 
Advertisers to provide a continuing 
study of business paper readership, 
similar to the continuing studies of 
newspaper readership and of other 
media, which are conducted by the 
Advertising Research Foundation. 


Canadians Elect Mercier 


A. F. Mercier, general manager 
of Le Soleil and L’Evenement- 
Journal, Quebec City, has been 
elected president of the Canadian 
Daily Newspapers Association. 
Other officers elected are: Roy 
H. Thomson, Thomson Dailies, 
Toronto, lst vice-president; E. C. 
Whitehead, Daily Sun, Brandon, 
Man., 2nd vice-president; W. J. 
J. Butler, Toronto Globe & Mail, 
treasurer, and Duncan MaclInnes, 
Toronto, secretary. 


Scripto Names Stillwell 


H. L. Stillwell Jr., in the adver- 
tising and sales department, has 
been appointed advertising man- 
ager of Scripto, Inc., Atlanta, man- 
ufacturer of mechanical writing 
instruments. 


Promotes Cadieux 


R. A. Cadieux, formerly divi- 
sion sales manager of Prest-O- 
Lite Battery Co., Toronto, has 
been named sales manager of the 
contact sales division of both Auto- 
Lite and Prest-O-Lite battery com- 
panies. 


Metropolitan 


EORIA 


Now 185,000 


13™ in the U. S. 
in PER FAMILY INCOME 


ae 


"52"? in POPULATION 


*S. M.'s Survey of B.P. 
100,000 to 250,000 Pop. Group 


JOURNAL STAR 


Nat'l. Rep’s. WARD-GRIFFITH co. 


812 W. VAN BUREN STREE 
HA ymarket 1-1000 @ Chicago 7, Illinoi 
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William French, Ad 
Chief of Dodge Mfg. 
Corp.. Dies at 57 


JISHAWAKA, IND.—William W. 
French, 57, advertising and sales 
promotion manager of Dodge Mfg. 
Corp. for the past 27 years, died 
y 6 shortly after he had under- 
gone a major operation. 

vir. French, who served as one 
‘the early directors of the Na- 
nal Industrial Advertisers As- 
iation, began his business ca- 
reer aS an industrial marketer 
with Fairbanks, Morse & Co., Chi- 
cago, in 1918 after his discharge 
from the Army. He joined the 
Dodge engineering and manufac- 
turing company here in 1921. 

Mr. French was active in the 
NIAA during its formative years, 
and served two terms as a director. 
He also headed the work of several 
NIAA committees, one of which 
made a study of advertising de- 
partment procedures in 1930. 
The Dodge executive had served 

president of the Mishawaka 
Chamber of Commerce and was 
for many years one of the city’s 
leading executives engaged in 
charitable activities. 


WILLIAM H. LUDEN 


ATLANTIC City, N. J.—William 
H. Luden, originator of the men- 
thol cough drop and onetime candy 
king, died here May 8 following 
a heart attack. He was 90. 

After a period of apprenticeship 
at 15 years of age) with a Read- 
ing candy jobber and a factory, 
his suecess in selling moshie, a 
brown sugar and molasses Penn- 
sylvania Dutch candy, enabled him 
to have a store before he was 21. 
Later he expanded to a small fac- 
tory and hired salesmen. 

When a quantity of candy made 
for the Christmas trade failed to 
sell, he melted it down and added 
menthol to avoid disaster. This 
became the cough drop, and by 
1925 he was selling more than 15,- 
000,000 packages a year. 

In 1928 he sold his factories to 
Food Industries, Inc., for a re- 
ported $6,500,000 and established 
two trust funds of $100,000 each 
to provide pensions for veteran 
employes. He gave Reading a 
swimming pool, and after World 
War I gave each Berks County 
serviceman a $10 bonus, distribut- 
ing more than $250,000 in this way. 


ROBERT W. BENTLEY 


CuIcAGO—Robert W. Bentley, 38, 
redit executive of Fuller & Smith 
« Ross, was found shot to death 
May 10 in his Evanston home. A 
oroner’s jury which investigated 
the shooting returned a verdict of 
accidental death. 


FRED S. WILLIAMS 


‘HIcAGO—Fred S. Williams, 81, 
western manager of the Chicago 
fiice of Thomas Publishing Co., 
licd May 8 after a short illness. 


ti 


sor 


as 


[The veteran executive was one of 


the salesmen who started out with 
the first edition of the Thomas 
Register 40 years ago. Prior to 
1911, he had sold space in one of 
the first classified telephone books 
to take advertising. 


ANNA RICHARDSON 


New YorK—Mrs. Anna Steese 
Richardson, 84, who retired in 1941 
as director of the consumer bureau 
of Crowell-Collier Publishing Co. 
after more than 30 years on the 
staff of the Woman’s Home Com- 
panion, died on May 10 at her 
home here. 

She was also a playwright and 
the author of several books and 
numerous magazine articles. Mrs. 
Richardson retired as associate ed- 
itor of the Companion in 1941, at 
the same time leaving her position 
as director of the Crowell-Collier 
consumer bureau. She was re- 
garded as an expert on advertising 
from the standpoint of consumer 
requirements. 


FRANK C. STAHLMAN 


NASHVILLE—Frank C. Stahlman, 
76, vice-president of the Nashville 
Banner and president of the Meck- 
lenburg Real Estate Co., died May 
4. 

Mr. Stahlman was the son of the 
late Major E. B. Stahlman, for- 
mer publisher of the Banner, and 
had served as vice-president of 
the Nashville paper for more than 
25 years. He and his nephew, 
James G. Stahlman, the present 
publisher, purchased the afternoon 
daily from the Stahlman estate in 
1937. 


Foster & Kester Names 
Stewart and Todd 


Henry M. Stewart Jr., formerly 
eastern sales manager of D. E. 
Sanford Co., has been named sales 
manager of Foster & Kester Co., 


H. M. Stewart Jr. 


Philadelphia, manufacturer of 
Krylon, a new plastic protective 
coating. Emory S. Todd, district 
sales manager, has been appointed 
industrial sales manager of the 
company. 


To Elliott, Daly & Schnitzer 


Elliott, Daly & Schnitzer, San 
Francisco, has been named to di- 
rect the advertising of Dalmo Vic- 
tor, San Carlos, manufacturer of 
electronic products, and Carolands, 
exclusive Peninsula real estate| 
development. | 


Wenzel Leaves R&R 


H. Wenzel Tent & Duck Co., St. 
Louis, manufacturer of Eagle tar- 
paulins, water bags and irrigation 
dams, has severed its relationship 
with Ruthrauff & Ryan. A new 
agency has not been named as yet. | 


Emory Todd 


= 
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We are not in the mailing list busi- 
ness, but we can increase your sales. 
As one of the country's largest dis- 
tributors of industrial gloves we SELL 
BY MAIL to industries throughout the 
United States. Because a good list 
is the foundation of our business, we 
have spent years compiling 35,000 
well-rated, up-to-date names of actual 
buyers—not sales offices. Included is 
practically every worthwhile industrial 
firm, as well as small, but prosperous 
plants. Many are dispersed divisions 
of large corporations who make their 
own purchases and cannot be reached 
by the usual methods. Some never 
appear on the ordinary lists. 


UNUSUAL MAILING LIST! 


35,000 INDUSTRIAL PLANTS 
Private List With Proven Pulling-Power Now Available! 


PIERCE GLOVE CO., INC., 17 E. 


Amazing Response 


Using this carefully selected list we 
added over 500 customers in the 60 
day period following our last mail-out. 
We know it's a gold mine for hundreds 
of items. Because we send only 4 mail- 
ings a year, we are making our ad- 
dressograph equipment available to 
others. We will address your envelopes 
from our plates at a nominal cost. If 
you sell ANYTHING to industrial 
plants you can't afford to miss this 
opportunity. Tests by states can be 


7-5200 at once for complete details. 


ee 


Goldbergs Return to AM 


After Video Success 
“The Goldbergs,” 


\Johnson Appoints Edwards 


Wm. R. Edwards, formerly with 


which Gen-|B. F. Goodrich Co., has been ap- 


eral Foods has been sponsoring on| pointed sales manager of Johnson 


CBS-TV for Sanka coffee for sev- | 


eral weeks, will be revived on ra- 
dio this fall—also with the back- 
ing of Sanka. Starting Sept. 2, the 
dramatic serial will go into the 
Jack Carson spot—Friday at 8 
p.m., EST, on CBS. 

Mr. Carson will leave the air 
July 1. In the interim General 
Foods will take a short hiatus. 
Young & Rubicam, New York, is 
the agency. 


JoBy Food Names Wolff 

JoBy Food Products, New York, 
maker of Panak, a prepared mix 
for potato puffs and pancakes, has 
appointed Lester L. Wolff Adver- 
tising, New York, to handle its ad- 
vertising. 


ie 


Wood Joins Lykke Agency 


Calvin D. Wood, formerly pres- 


ident of Wood & Grace, Inc., San 
|Francisco, has joined Chris Lykke 


Rubber Co, Middlefield, O., manu-|& Associates, San Francisco, to di- 
facturer of moulded and extruded | rect the advertising department. 


rubber parts for automotive, re- 
frigeration and other industrial 
use. 


Names Hirshon-Gartield 


American Viscose Corp., New 
York, has appointed Hirshon-Gar- 
field, New York, as its merchan- 
dising consultant and to prepare 
and place special trade campaigns. 


Lefton Joins Olen Agency 

Joseph Lefton, formerly with 
Tichnor, Ellis & Costello, Los An- 
geles lithographer, has joined 
David Olen Advertising, Los An- 
geles. 


made. Write, wire or phone SUperior | 


Hubbard St., Chicago 11, Ill. 


iF YOU WANT 


SELLING 
COPY 


® use an experienced ® 


* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


You Dont Have to Buy the Art Gallery 


+o Geta GOOD PICTURE... 
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Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


MESSAGE TO ADVERTISING EXECUTIVES. Why not get 
100% effective circulation for your space dollars by 
taking advantage of this unmatched flexibility? 


Only in PICTORIAL REVIEW can you buy individually, 
without penalty ... even for color... your choice of 
from one to ten of America’s largest, most-responsive 
Sunday Magazine markets. 


You get, also, these other unique values: “Full impact” 
for your message because of no similar product pages; 
“flood-light” visibility for each advertisement; “reader 
interest” made extra keen by 
home-town news. 


Consider all this with the inten- 
sive, street-by-street, market-by- 
market guidance of the famous 
Hearst Sales Operating Controls. 
Then decide now to harness 
PICTORIAL REVIEW’S great 
concentrated pulling power to 
your sales. 


bs 


in Pictorial Revie 
Can you buy from 1 to 10 


Big-City Sunday Magazine Markets. 


Distributed With 
The Sunday Issues Of 


MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
DETROIT TIMES 
CHICAGO HERALD-AMERICAN 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 
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Burley Named V. P. 

John H. Burley has been named 
vice-president of Aikin-Mc- 
Cracken, Toronto agency. He was 
formerly in the merchandising 
paper division of Maclean-Hunter 
Publishing Co., Toronto, and east- 
ern manager of the Monetary 
Times, Montreal. 


Sullivan Joins WCOP 


John Sullivan, formerly com- 
mercial manager of Station WESX, 


Salem, Mass., has joined the sales |. 


staff of Station WCOP, Boston. 


$.S. SPECIAL 
iL.) 7 FRISKET CEMENT 
MALATIT I $8.00pereal. $1.80 perc 
ARTEX ARTIST 
RUBBER CEMENT 
Cintwraté-3373 40-83. 50 pergal. $1.25perat. 
§.5. RUBBER CEMENT CO. 


314 N. MICHIGAN AVE, CHICAGO 1, ILL. 


How Packages 
Move Products 
Told at Meeting 


(Continued from Page 1) 
the same instructor and mastered 
the same course,” she said. “In 
general, there is little variety, 
little imagination and a great lack 
of originality.” 

Robert W. Mueller, managing 
editor of Progressive Grocer, New 
York, declared that packagers pay 
too little attention to such obvious 
items as leaving space for a price 
imprint. 


s To illustrate the importance of 
the placing of price marks on in- 


Color 
Process Plate 
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» THERE IS AVAILABLE TO NA-| 


|last week went 


TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 


ORGANIZATION COULD BE USED 


ADVANTAGEOUSLY BY YOU 


dividual articles, he cited a recent 
survey. Prices were rubbed off the 
packages of 12 popular items in 
four stores, and weekly sales 
promptly dropped from $167 to 
$54, he reported. 

He also urged package design- 
ers to consider the fact that not 
all packages can be placed at eye 
level. Another series of tests 
showed that a popular brand of 
coffee, displayed at eye level, sold 
44 packages in one week, but only 
eight packages when on the bottom 
shelf, Mr. Mueller siad. 

“This leads to the suggestion 
that it might be a good idea to see 
how your package appears to the 
customer when it is displayed 3’ 
or 4 below her eyes, as well as 
how it looks when right before her 
eyes,” he declared. 


a Paul J. Cupp, zone manager, 
American Stores Co., Kearny, N. 
J., declared that despite the rapid 
trend toward self-service meat 
markets, packaging methods in this 
field “by any standards of good 
work are still somewhat primitive 
and expensive.” The costs must 
come down, he said, especially at 
this time, when consumers are in- 
creasingly conscious of their food 
expenditures. 

Technical sessions of the con- 
vention were devoted chiefly to 
problems of reducing the cost of 
handling bulk packages, achieving 
economies in machine operation, 
determining the best package for a 
particular product, and cutting the 
amount of loss through improper 
packing. 


s The exposition, as might be ex- 
pected, was a colorful affair with 
emphasis on attractive packages 
for retail sale. Some 215 exhibitors 
showed materials and machinery 
for packaging everything from 
ping-pong balls to airplane en- 
gines. 

There was a noticeable increase 
in the number of merchandising 
and advertising representatives at 
the show, previously attended 
chiefly by packaging executives. 
Exhibit officials attributed this, 
again, to increased interest in 
point-of-sale messages and the 
“impulse buying” factor. 


‘Nowadays’ Staff 
Gets 2-Week Notice 


Cuicaco—Nowadays, weekly 
supplement developed primarily 
for non-metropolitan newspapers, 
into a state of 
suspended animation when, follow- 
ing a meeting of the paper’s board 
of directors, the staff was given 
two weeks’ notice of termination 
of employment. 

The 20th issue of the publica- 
tion, which was launched as a 
weekly and latterly has been pub- 
lished bi-weekly, has been com- 
pleted, and will be distributed 
with subscribing newspapers dur- 


|ing the week beginning May 29. 


-1T MAY BE THAT THE SKILL] 
AND EXPERIENCE OF THIS| 


Whether future issues will be at- 
tempted, AA was unable to learn. 
At present, negotiations are under 
way to sell the property to an 
eastern group. 

First issue of Nowadays was pub- 
lished during the week of Nov. 
15, 1948. It has been distributed 
with 306 daily and weekly papers 
in 13 midwestern states, and has 


|had a circulation guarantee of 


800,000. K. Lyman Ames has been 
president and publisher of Nowa- 
days since its inception, and 
Harold E. Hangauer has been vice- 
president and advertising director. 


WICU Appoints Underhill 
Roger W. Underhill has been 


i} appointed acting general manager 


of television Station WICU, Erie, 
Pa., succeeding Layman W. Cam- 
eron. Mr. Underhill has been with 
the station since it opened on 
March 15, 1949. John Rossiter, for- 
merly sales manager of Station 
WIKK, Erie, has been named sales 
manager of WICU. 
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AD WOMEN HONORED—Winners in the annual Frances Holmes Achievement Awc :d 
competition sponsored for southern California ad women by Los Angeles Advertising 
Women, Inc., line up to receive their Lula trophies at a dinner held in their honor. 
Left to right: Joy Garrison Berghell, R. W. Webster Advertising; Wanda Herndon, 
Downtown Business Men's Association; Frances Holmes, founder of the first U. S. 
advertising agency owned by a woman, and in whose honor the competition js 


held; Esther Williams, who made the 


presentations; Margot Mallary, Cole of 


California, who received the top award as outstanding woman in southern California 
advertising, and Maxine McCaffrey, free lance artist. 


Sheffield Switches 
to TV to Show 


Products in Use 


New YorK—Sheffield Farms Co., 
subsidiary of National Dairy Pro- 
ducts Co., yesterday (May 15) set 
what is believed to be a precedent 
in broadcasting: It transferred 
“Guess Who” from radio—WOR 
—where during the past six years 
it had picked up a faithful follow- 
ing, to television—WNBT. 

At the same time, Sheffield cur- 
tailed its newspaper budget to 
make more funds available for 
television. Edwin Funk, the com- 
pany’s advertising manager, ex- 
plained Sheffield’s reasons for 
giving up radio in favor of TV: 

“We are not going into television 
as an experiment, but on the basis 
of sales performance of television 
in our area so far. We are sure 
that more and more loyal follow- 


— 


ers of our ‘Guess Who’ radio pro- 
gram are buying or planning t 
buy television receivers. Add this 
to the fact that our quiz-and-laugh 
show is a natural for the television 
screen, and known by name and 
style already to millions of people 
in the New York area, and you've 
got the clinchers that decided us.” 

Sheffield, which was a partici- 
pating sponsor on DuMont’s “Smal! 
Fry Club” last summer, also feels 
that TV will be more effective in 
selling its products. Featured com- 
mercial on last night’s show showed 
a strawberry cake being made with 
Sheffield cream. 

Meanwhile, the company’s home 
service men have been instructed 
to look for an antenna as a guide 
to potential new customers. 


Sets Boston Meeting 

The 21st annual Boston Con- 
ference on Distribution will be 
held Oct. 10-11 at the Hotel Stat- 
ler, Boston. 


Sunday 


picture 


Morning 


IN ABOUT one out of every five homes throughout our nation, there 
is an early stirring about on Sunday morning, a rush to wash faces 
and comb hair and put on Sunday clothes, as families hurry on 


their way to Mass. 
Many of the 1,200,000 families 


that read Our Sunday Visitor and 


The Register buy it at the church on Sunday .. . the others receive 
it by mail in their homes each week. 


In their pulpit announcements, 


thousands of pastors call attention 


to the contents of these respected pages, urging the reading of certa’n 


articles and features. 


So it is that on Sunday most of these families turn with interest 
and confidence to these pages, seeking news, information, inspir ‘- 


tion, guidance. 
Your advertising on these pages 


OUR SUNDAY VISITOR — REGISTER 
UNIT is the combination of the two 
largest religious publications which 
together reach 25% of the Catholic 
population in the United States — 
powerful publications backed by the 
active assistance of 11,234 parish 
priests, over 150 bishops and arch- 
bishops. 

More than 1,200,000 families buy 
and read these publications. They 
look there for news, information, in- 
spiration, guidance — editorial mate- 
rial of a spiritual nature needed in 
the daily practice of their Faith. 

These papers are sought by their 
readers. They satisfy them. They in- 
fluence them. They lead them. 


will be received more thoughtful \. 
more effectively . .. the “pull” f 
your sales story will be greater. 


Here is a market-place for yo © 
wares and your services ... ami - 
ket-place you may not have kno\ ° 
or may have neglected, one w | 
worth looking into carefully. 


Ask us to give you facts, figure : 
it costs you no more to let us he ) 
you put this opportunity to yor 
advantage. 


PUBLISHERS REPRESENTATIVE 
DEARBORN ST, @ CHICAGO 2, ILL. 


C.0. BERTOLET & CO. INC. @ 30N. 


Our Sunpay Visitor-Recister Unit 
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-oadcast Ad 


Bureau To Open 
New York Office 


Continued from Page 1) 

o authorize new and enlarged in- 
ustry sales efforts. ‘ 

With Mr. Mitchell; BAB’s ini- 
ial! staff is to include Charles 
Batson, author of NAB’s extensive 
tudy of television station con- 
‘truction and management, and 
Lee Hart, specialist on retailer use 
ff radio. Other additions to the 
staff are contemplated. 

The general statement of prin- 
jples adopted for BAB’s guidance 
romise: 

A. To promote the superior ad- 
antages of broadcasting as an 
,dvertising medium; 

B. To conduct a continuing edu- 
ational campaign designed to im- 
ress the techniques of selling 
roadeast advertising; 

C. To expand the use of broad- 
asting as a medium for selling 
ervices and merchandise, and 

D. To advance the profession 
f advertising generally as an es- 
ential part of our free enterprise 
conomy. 


More BAB plans will be out- 
ined Thursday when Mr. Mitchell 
appears before the Radio Execu- 
tives Club of New York. 

Meanwhile, the special com- 
nittee authorized completion of 
ur projects undertaken during 
the past six months while Mr. 
Mitchell has been at NAB’s de- 
partment of broadcast advertising. 
They are: 

1. A slide film presentation for 
distribution to broadcasters, to 
help in selling retailers. It will 
be completed in about a month; 

2. A guide to assist in selling 
yvomen’s programs, now being pre- 
pared by Miss Hart; 

3. A similar guide on the use of 
news programs, and 

4. A revision and enlargement of 
NAB’s directory of manufacturers 
who maintain co-op advertising 
programs, prepared by Mr. Batson. 


LP-Gas Industry 
Delays Decision 
on Ad Campaign 


Curcaco—Members of the Li- 
jul‘ied Petroleum Gas Association 
lelayed immediate action at their 
annual convention and trade show 
week on a proposed broad- 
scta'e advertising and public rela- 
ons program. 

laree of the six groups repre- 
sen ed in the national association 
ado ted identical resolutions sup- 
bor ing the industry-wide promo- 
tonal plan. The producers’ unit, 
lovever, asked that more study 
‘e tiven to the proposal before 
direct action is taken. 

ssociation members viewed a 
bre entation staged by Lowe Run- 
tle president of the Oklahoma 
it agency, Lowe Runkle Co., 
‘h he had shown several months 
‘8. before a meeting of the mar- 
sel -rs’ unit of LPGA. The asso- 
la ion, although inactive adver- 
gwise, is listed as one of the 
Nu .kle accounts. It recently added 
Ro ert E. Borden to its Chicago 
he iquarters staff as director of 
bu licity and advertising. 


Sk vton Joins Barber 

. Keith Slayton, formerly with 
Fa: -ell Publications, New York, 
fa joined Walter E. Barber As- 
So_ates, New York, publishers’ 
re) resentative, in charge of up- 


St’ e New York and Pennsylvania 
8a 45, 


Last Minute News Flashes 


Eveready Flashlight Shifts from Magazines 


New YorK—National Carbon Co. 


is canceling ads for Eveready 


flashlight batteries in 15 to 20 national magazines next fall and will 
launch a campaign in October in Metropolitan Group Comics, Puck- 
the Comic Weekly and a large list of independent newspaper comic 
sections. The company will continue to advertise the batteries in farm 
publications. William Esty Co. is the agency. 


Holly Poe Group Buys ‘American Gas Journal’ 


New YorK—American Gas Journal, 90 years old, has been bought 
from the estate of Stanton G. Krake by a group headed by E. Holley 
Poe, natural gas consultant of New York. With him, as editor, is Elliott 
Taylor, former editorial director of Jenkins publications, Los Angeles, 


and, as business manager, Lewis V. 


Hohl, New York publishers’ repre- 


sentative. E. H. Poe & Associates will do consulting and research serv- 


ices for the publication. 


New Godfrey Show to Promote Spray-a-Wave 


BEVERLY Hitts—Lee Pharmacal Co., 


through Dancer-Fitzgerald- 


Sample, will sponsor Arthur Godfrey in a daily 15-minute show over 
150 CBS stations starting May 30. The program, to be heard at 10:15 
a.m., EDT, will promote the new Spray-a-Wave. This gives Mr. God- 
frey five national sponsors on radio. 


Grey Advertising Loses V. P.s Bernbach, Doyle 

New YorK—William Bernbach, vice-president in charge of creative 
activities, and Ned Doyle, vice-president and account executive, have 
resigned from Grey Advertising Agency, effective May 31. They are 
said to be joining with Maxwell Dane in forming Doyle, Dane, Bern- 
bach, Inc., 350 Madison Ave. Mr. Dane now operates Maxwell Dane, 


Inc., New York agency. 


American Fixture Names R&R for Chromcratt 

Sr. Lours—American Fixture & Mfg. Co. has named Ruthrauff & 
Ryan to handle advertising for its Chromcraft division, effective at 
once. The division makes dinette sets in the consumer field and tubular 


furniture for commercial use. 


Mandatory Fair 
Trade Junked 
by N. Y. Court 


New YorK—It seemed likely 
today that New York—one of the 
first states to have mandatory fair 
trade for liquor—would be vol- 
untary from now on. 

Last week the state’s appellate 
division ruled unanimously that 
sections of the alcoholic beverage 
control law respecting mandatory 
price-fixing were invalid. 

The State Liquor Authority had 
previously been able to set prices 
and also had been charged with 
enforcing them. When a Manhattan 
package store owner, Edward S. 
Levine, violated fair trade laws 
for the third time, the SLA re- 
voked his license. 


a Mr. Levine’s appeal followed. 
His license was suspended for ten 
days following the first offense, 
and for 30 days after the second. 

“What has been done here,” 
in the opinion of Associate Jus- 
tice John Van Voorhis, “goes far 
beyond anything enacted by the 
Fair Trade Law. Such laws are 
primarily designed to safeguard 
the producers of branded com- 
modities in the ownership of their 
brand names; the purpose here is 
different, viz., by avoiding price 
wars, to foster and promote tem- 
perance and provide for the order- 
ly distribution of alcoholic bev- 
erages...[It] has nothing to do 
with protecting the property rights 
of producers in brand names.” 


es The liquor industry was dis- 
posed to take a gloomy view of 
the decision. Distillers have ad- 
mired mandatory fair trade; it 
made it unnecessary for them to 
handle enforcement. Daniel Scotti, 
executive director of the Veteran 
& Affiliated Package Store Asso- 
ciation, said the ruling “if up- 
held, will throw 80% of our mem- 
bers out of business.” 

While the ruling was being 
clarified, and a stay of the ruling 
was likely, package store asso- 
ciations were advising their mem- 
bers to “hold the line.” 

The decision affects only liquor, 
since fair trade of other com- 


modities in New York is voluntary. 
The decision was the fourth in 
succession to go against the dis- 
tilling industry. In Florida, fair 
trade had been ruled unconstitu- 
tional; in Illinois, a lower court 
had ruled against fair trade, and 
in Louisiana a court found manda- 
tory markups unconstitutional. 


Thackrey Points 
‘Compass’ to Hit 
Newsstands Today 


New YorK—Barring mechanical 
breakdowns or other catastrophes, 
Ted Thackrey’s new New York 
tabloid, Compass (AA, May 9), 
is scheduled to be on the news- 
stands this morning (May 16), 
with approximately 150,000 copies, 
according to Irving Gilman, newly 
appointed promotion manager. 

Marc Stone, formerly in the ad- 
vertising departments of the Phil- 
adelphia Record, New York Jour- 
nal-American and Times, respec- 
tively, has been appointed adver- 
tising manager of the newspaper. 
The advertising rate is 75¢ per 
line. 

In its May 9 issue, AA errone- 
ously reported that Maxwell Z. 
Stein would be Compass’ adver- 
tising manager. Mr. Stein, who was 
the Star’s advertising manager, has 
been with WCBS-TYV since March, 
and has no intention of going else- 
where. 


a Mr. Gilman was previously di- 
rector of research of the News- 
paper Guild and before that was 
with the New York Times and As- 
sociated Press. Leo Rudin, former 
circulation manager of the Star 
and subscription manager of PM, 
is circulation head of Compass. 

Compass will be published daily 
Mondays through Fridays and will 
have a weekend edition called the 
Sunday Compass to be published 
Saturday mornings. All issues will 
cost 10¢. 


Lip-Stae Launches Drive 


Lip-Stae Co., New York, is start- 
ing a campaign for its Lip-Stae 


lipstick protector, which eliminates | 


smearing. Ads will appear in Cos- 
mopolitan, Good Housekeeping, 
New York Times Magazine, Par- 
ade, Pictorial Review, This Week 
Magazine, True Confessions and 
in Nancy Sasser’s column. Abbott 
Kimball Co., New York, is the 
agency. 


BIRTHDAY—Donna Martell, motion picture 
starlet, gives Edward Murphy, president 


of Cinch Products, Inc., Los Angeles, a 
taste of the 1,000 pound cake baked in 
honor of the company’s tenth birthday. 
The cake was flown from Los Angeles to 
a Denver sales meeting for brokers 
handling Cinch cake mixes. 


Donaldson Ducks 


Plea for Postal 
Rate Compromise 


WASHINGTON—Postmaster Gen- 
eral Jesse Donaldson brushed 
aside Wednesday a Senate sub- 
committee’s suggestion that he sit 
down with publishers and work 
out a compromise increase for 
second class postage rates. 

In his rebuttal of six weeks of 
testimony by mail users, he told 
the subcommittee studying the 
$300,000,000 rate increase bill that 
publishers have offered so little 
that a compromise would be “most 
difficult.” Instead of a conference, 
he urged the committee to adopt a 
policy on the alleged $200,000,000 
second class “deficit,” and give the 
department an opportunity to sub- 
mit new proposals. 

Mr. Donaldson, who wants to 
boost his $41,000,000 “take” from 
second class by 300%, insisted that 
a “sizable” increase in rates on 
publications is warranted. He 
claimed that many publishers agree 
with him, but that the 10 to 20% 
increase suggested by some in- 
dustry leaders is “inadequate.” 


a Mr. Donaldson, who has been 
urged to “streamline” his depart- 
ment, tried a turn-about, sug- 
gesting that publishers adopt 
“more efficient and economic 
methods” in order to absorb the 
proposed rate hike. 

Pointing to solicitation of sub- 
scriptions, he asserted that “it is 
known and generally admitted by 
publishers that they do not net a 
substantial return from subscrip- 
tions, but pay the major portion 
of subscription prices to agencies, 
or otherwise use it to cover the 
cost of obtaining subscriptions. 

“Here is something,’ he com- 
mented, “that calls for remedial 
action on the part of the publishers 
generally in order to effect better 
and more economical methods of 
obtaining subscriptions.” 


LeVally Names Cominos 
General Manager 

James G. Cominos, vice-presi- 
dent in charge of radio and tele- 
vision of LeVally, Inc., Chicago, 
has been ap- 
pointed to the 
newly created 
post of general 
manager of the 
agency. 

Mr. Cominos, 
a radio executive 
for 12 years with 


Batten, Barton, 
Durstine & Os-!| 
born, will con- | 
tinue to serve as| 
vice-president | 
and account ex- 


J. G. Cominos 


ecutive and to supervise radio and | 
television advertising at LeVally. 
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‘48 Ohio Liquor 
Sales Analyzed 
in Press Book 


CLEVELAND—Liquor sales in Ohio 
(a monopoly state) totaled $145,- 
478,279 in 1948, the 14th annual 
analysis by the Cleveland Press 
shows. Approximately $102,000,000 
of the total was sold at retail, the 
remainder at wholesale for resale 
in bars, taverns, restaurants, etc. 

The detailed analysis, covering 
sales by district and county, per 
capita expenditures, etc., as well 
as individual breakdowns by types 
and brands, is said to be the most 
accurate of any state’s, since it is 
based on sales slips which must be 
filled out by every purchaser. 
Copies of the study are available 
from the Press or any Scripps- 
Howard sales office. 

Highlights of the 1948 report: 


gs Ohioans bought 9,147,550 gallons 
of liquor during the year. Of this 
total, 76.6% was spirit blends 
(slightly smaller than the 78.4% 
in 1947, but still enormously above 
1941’s 30.3%); 4% was bottled-in- 
bond bourbon; 1.3% was straight 


bourbon; 2.2% was Canadian 
whisky; 1.5% was imported 
Scotch; 6.8% was American dry 
gin. 


Per capita expenditure for liq- 
uor was $18.61. In Cleveland 
(Cuyahoga County) it was $30.53. 
For the seven counties embracing 
Dayton, Toledo, Youngstown, Co- 
lumbus, Cincinnati, Akron and 
Canton, the per capita figure was 
$20.19. For the remaining 80 Ohio 
counties it was $12.76. The Cleve- 
land liquor district, with 22.9% of 
the state’s population, accounted 
for more than one-third of all liq- 
uor sales. 

Only 15.8% of whiskies (exclud- 
ing Scotch) were above $3.50 per 
fifth. The remainder was almost 
equally divided between $3-and- 
under and $3.01-$3.50. But 19.3% 
of Scotch was over $5, and 9.1% 
over $6. As for gin, 93.9% was over 
$2.55, but 51.5% was from $2.56 
to $2.65. 


a Twenty-five leading vendors ac- 
counted for 93.1% of sales and 50 
leading brands accounted for 
84.1%. Seagram was the top ven- 
dor with 16.8%, and its Seven 
Crown the top brand with 15.1%. 

Leading brands in the major 
classifications, with their sales in 
gallons, the per cent of total busi- 
ness in their classification which 
they accounted for, and corres- 
ponding figures for 1947, were as 


follows: 
Straight bourbon— Ancient Age, 41,070 
gal.; 20.3%. 1947: 31,660 gal.; 28.4%. 
Bottled in bond— Kentucky Tavern, 64,- 
309 gal.; 18%. 1947: 43,225 gal.; 12.8%. 
Bottled in bond rye—Old Overholt, 
20,969 gal.; 73.6%. 1947: 29,447 gal.; 89.3%. 
Blends of straight whiskies—Bourbon 


Supreme, 26,350 gal.; 40.6%. 1947: 10,437 
gal.; 22.9%. 

Spirit blends—Seagram’s 7 Crown, l,- 
379,840 gal.; 19.7%. 1947: 917,351 gal.; 
13.7%. Second, Schenley Reserve, 573,840 
gal.; 8.2%. 1947: 654,602 gal.; 9.8%. Third, 
Imperial, 563,879 gal.; 8.1%. 1947: 564,798 
gal.; 8.5%. 

Canadian whisky—Seagram’s V. O., 


75,106 gal.; 35.4%. 1947: 80,602, 42.5%. 
Imported Scotch—Black & White, 29,- 
645 gal.; 13.8%. 1947: 26,739 gal.; 20.2%. 
American dry gin—Gilbey’s, 100,716 gal.; 
17.1.% 1947: 90,818 gal.; 15.8% 
Domestic rum—Bacardi Silver, 
gal.; 17.4%. 1947: 10,990 gal.; 15.8% 


12,790 


Now CBS Signs Stanton 

Frank Stanton, president of Co- 
lumbia Broadcasting System, has 
signed a new contract with CBS 
providing for a salary of $100,000 
a year, reportedly for ten years, 
after which Mr. Stanton will be 
retained as a consultant for an- 
other decade at $25,000 a year. 
The 41-year-old executive is now 
vacationing in Europe. 


_Appoints Viadimir 


Dominion Textile Co., Montreal, 
has appointed Irwin Vladimir & 
Co., New York, to handle its ex- 
port textile advertising. 
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Supermarketers 
Plan $1 Billion 
in 49 Building 
(Continued from Page 1) 
jority of the companies, Mr. Ap- 
plebaum declared, are “small” op- 
erators. Only one out of four re- 
sponding to the questionnaire did 
more than $5,000,000 in sales last 
year, and only one in ten sold 
more than $15,000,000. However, 
the larger companies still control a 


large proportion of the total super- 
market sales, which, in turn, com- 
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Printing buyers say 
we do a good job 
of offset printing 


FINE OFFSET PRINTING 2 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


prise from one-fourth to one-third 
of all grocery sales. 

Average sales per supermarket 
for all members last year is esti- 
mated at about $13,000 weekly. In 
the Mountain-Pacific area, weekly 
sales were nearly $20,000. In south- 
eastern states, the average was a 
little more than $10,000 per week, 
while the east north central region 
had better than average sales. 


es Supermarkets were almost un- 
known prior to 1930. Earliest stores 
were established west of the Miss- 
issippi about that time, in New 
England in 1930, in the Middle 
Atlantic states and eastern Canada 
in 1931, and in the southeastern 
region about 1936. However, seven 
out of ten SMI members were in 
the retail food business before they 


entered the supermarket field. 

Companies reporting had a 20% 
sales gain from 1947 to 1948. Since 
the Bureau of Labor Statistics re- 
tail food price index advanced 8% 
in the same period, net gain in 
tonnage was 12% in 1948 over ’47. 
Highest ratio of sales increases was 
reported by operators in the east 
north central region (up 26%) and 
the Mountain-Pacific area (up 
25%). The New England-Canada 
and Middle Atlantic regions showed 
sales increases of only 15% 

Fourteen per cent of the total 
showed a decline in sales from ’47 
to °48. Most of them were very 
small companies. 


s Inventories in January were 
larger than at the same time last 
year for 36% of the respondent 
companies, smaller for 50% and 
the same for 14%. Larger com- 
panies tended to have greater in- 
ventories and small companies 
lower inventories. 

Markups in all food departments 
showed a downward trend from 
year to year, with grocery depart- 
ment markups declining most. 
Meats were second; fruit and dairy 


2 Reasons why “The 


Should be Included on 


Davenport is first in Iowa and fif- 
teenth in the entire nation in effective 
buying income per family.* 


25,112,290 limes of advertising were 
carried by the Davenport Newspapers 
im 1948. America’s leading adver- 
tisers know that only The Davenport 
Newspapers have home-delivered cir- 
culation on both the Iowa and Illinois 
side of the rich Quad-City market, 
which produced over $250,000,000 in 
retail business in 1948. 


The DAVENPORT 


NEWSPAPERS 


THE DAILY TIMES 
. 


THE DEMOCRAT & LEADER 
Davenport, lowa 


Represented By: Jann & Kelley, Inc. 


*Copr. 
of Buying Power; 


1949, Sales 
further 


Management Survey 
reproduction not licensed. 
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department markups showed the 
least decline. 

The same or higher gross mark- 
ups were reported by three out of 
ten stores in the grocery depart- 
ments, four out of ten in the meat 
departments and six out of ten in 
fruit, vegetables and dairy depart- 
ments. 

Two-thirds of the companies re- 
port higher store operating ex- 
pense ratios compared with a year 
ago. Of the remaining third, two 
out of three report lower operating 
expense ratios. 

Half of the companies said that 
they had higher advertising ex- 
pense ratios than in January, 1947, 
and only one in five reported 
lower ratios. The major problem 
in 1949, Mr. Applebaum concluded, 
“may yet turn out to be store op- 
erating expense ratios.” 


@ Since the ability to buy directly 
from grocery manufacturers and 
processors is of increasing impor- 
tance, SMI asked its members 
whether they were on a direct 
[buying basis with the principal 
suppliers of seven major grocery 
lines—soap, canned meats, pack- 
aged cheese, flour and mixes, gel- 
atine desserts, and soups and cer- 
eals. 

All companies with more than 
$15,000,000 annual sales and better 
than nine out of ten companies 
with sales of $5,000,000 to $15,- 
000,000 are on a direct buying basis 
with principal suppliers of the 
above-listed commodities. 

A majority of the smaller mem- 
bers (under $5,000,000 annually) 
are on a direct buying basis with 
principal soap, canned meat and 
packaged cheese producers, while 
the reverse applies to cereals, 
soups, gelatine desserts, flour and 
mixes. 

Forty-one per cent of all com- 
panies buy direct on all seven 
lines, 10% buy none of them di- 
rectly, 26% buy one to three of 
the lines directly, and 23% buy 
four to six lines directly. 


@ On the expansion programs, the 
survey disclosed that 43% of all 
supers were either built, relocated 
or extensively remodeled in the 
years 1947 and 1948. 

Almost half of the membership 
has “definite” plans for building 
new markets in 1949, and total 
new construction planned will be 
75% of the ’47 and ’48 totals com- 
bined. The highest percentage of 
planned new supers to the present 
total is found in companies selling 
from $1-5,000,000 annually. 

One of the more interesting 
trends suggested by the report is 
the reaction against the super- 
colossal markets. The “ideal” store, 
according to the members, is one 
with an over-all floor area of 
11,700 square feet, a selling area 
of 8,500 square feet, or 73% of 
the area, and a parking lot of 21,- 
800 square feet, nearly twice the 
store floor area. 


@ The ratio of selling area to total 
floor area varies little from region 
to region. However, operators west 
of the Mississippi favor larger 
store floor areas than 
of the Mississippi. The westerners 
call 12,600 square feet “ideal” and 
the easterners call 11,000 square 
feet the “ideal” area. 

Only the grocery department is 
self-service in all supers report- 
| ing. Four out of five drug, candy 
and hardware departments are on 
u self-service basis, and about one- 
half of the remainder are semi- 
self-service. 

Forty-one per cent of the fruit 
and vegetable departments are on 
|a self-service basis, and 45% are 
|on semi-self-service. Half of the 
| delicatessen departments are self- 
| service and 38% are service. Mar- 
| kets with the grocery, meat, fruit, 
vegetable and dairy departments 
on self-service are still uncommon, 
| although 18% of the members have 
|7% of the stores operating on such 


Pala AE le Re «= 
{oem ts, 


those east | 


a basis. 

Pre-packaging of perishables is 
increasing. Cheese is pre-packed 
in two-thirds of SMI member mar- 
kets. Meat cold cuts are pre-packed 
in one-third of the stores, fresh 
fruit and vegetables in one-fifth 
of the supers, and fresh meats are 
pre-packed in 17% of the markets. 


ws The trend to frozen foods and 
ice cream sales is one of the most 
significant features of the report. 
Ninety-seven per cent of the op- 
erators carry frozen foods in 92% 
of their supers. And 91% of the 
members carry ice cream in 88% 
of their markets. 

According tc the operators’ own 
definition of when a baked goods 
section is a “department,” the 
study shows that 62% of the com- 
panies operate bakery ‘“depart- 
ments” in 45% of their supers. Of 
these, 46% are on a service basis, 
51% are self-service, and 3% par- 
tially self-service. Concessionaires 
operate 12% of all bakery depart- 
ments. 

Beer is handled by three in ten 
supermarkets, a much smaller per- 
centage carries wine, and _ still 
fewer handle liquor. Only one- 
fourth of the markets handle these 
items on a service basis. Eight per 
cent of the markets operate foun- 
tains and restaurants. 

The trend toward inclusion of 
drug items (or health and beauty 
preparations) is startling. Seventy- 
two per cent carry some drug items 
in 64% of their markets. The east 
north central section and south- 
eastern region are markedly below 
the average, while the Mountain- 
Pacific and west south central 
areas are out in front, with drugs 
in 91% of the SMI members’ 
supermarkets. 


a Only one in ten supermarkets 
operated by respondents has a 
houseware department, and 6% of 
the supers carry electrical appli- 
ances, 2% dry goods, while florist 
and prescription departments are 
found in but 1% of the stores. (The 
five largest chains are practically 
barren of non-food “depart- 
ments.’’) 

Operators of all sizes and in all 
portions of the country use me- 
chanical refrigeration equipment 
or crushed ice for displaying fresh 
fruit and vegetables to best ad- 
vantage. Two out of three com- 


panies use mechanical refrigera- | 
tion for fruit and vegetable dis- || 
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plays, although not in all of t | 
stores. Crushed ice is used by ‘7¢, 
of the companies with one-s xj 
of the supers 

Larger companies obtain a nr uc} 
better sales-per-employe ratio ha; 
smaller operators. The ave ag 
1948 sales per employe for a 
SMI member companies was £25 
399. 


Radion Names Garrison 


W. W. Garrison & Co., Chic ig 
has been named to handle the aq 
vertising of Radion Mfg. Co., (‘hj 
cago, maker of portable radio ay 
TV antennae. Trade publication; 
newspapers and magazines wi! | 
used. 


TWA Names Fullerton 


Clyde S. Fullerton, former ge; 
eral sales manager of domesti 
division, Trans World Aijrlin 
headquartered in Kansas City, ha 
been named system general sale 
manager, transferring to Ney 
York. 


Estimates TV Output 


Tele-Tech, New York, the Cald 
well-Clements television enginee: 
ing magazine, reports there wer 
more than 515,000 video sets pro 
duced in this country during the 
first quarter of this year. 


Industry's Salesman-- 


Mightiest Sales Force 
Man or Magazine 
in the Building Products Field 


Makes half-a-million sales calls 
per year on your primary sales 
outlets — more than any other 
dealer publication. 


t————American Lumberman & 
| Building Products Merchandiser 


139 N. CLARK ST. . CHICAGO 2 


DOMINATES 


HE PROSPEROUS ~~ 
.UTHERN NEW ENGLAND | 
/ MARKET 


Paul W. Morency, Vice-Pres.— Gen. Mgr. + Walter Johnson, Asst. Gen. Mgr.— Sales “\9" 
WTIC’s 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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‘Phony Trade-Ins’ 
on Appliances Hit 
in NBBB Statement 


New YorK—The National Better 
Business Bureau last week sent a 
memorandum to major appliance 
manufacturers appealing for coop- 
eration in the avoidance of phony 
trade-in allowances. The bureau 
thought it had noted a trend to 
prewar practices of disguising 
price cuts or reductions for in- 
flated markups by using a trade- 
u 

“Phony trade-ins” are defined 
by the bureau as those offering 
far in excess of any salvage or 
commercial worth of the article, 
and the dealer can usually be de- 
pended upon to give the allowance 
even though nothing is traded in. 

“We ask that appliance prices 
be free of markups especially in- 
flated to accommodate a phony 
trade-in and that, if price reduc- 
tions are required, they be desig- 
nated as such and not disguised as 
trade-in allowances,” the bureau 
memorandum said. 


KNBH to Move Offices 


Station KNBH, Hollywood, will 
move its executive, program and 
production offices to the NBC 
owned RCA building in about 60 
days. 


Names Harold MacCarthy 


Harold F. MacCarthy has been 
named an account executive of 
Bertley, Singer & Stonehill, New 
York. 


jobs —% at each 


Extra jobs and orders often re- 
sult from the letters you write 
on Hill engraved letterheads, 
specially designed to help you 
sell. These business building 
letterheads, used by so many 
famous companies throughout 
the country, cost no more than 
any other kind in many cases, 
and only “%2¢ more per sheet 
when compared with letter- 
heads of ordinary kind. Write 
for details and samples—today. 


ron HILL anc. 


270-A Lafayette St., N. Y. 12 


Tel.: Canal 6-6340 


Advertising in the Test Stage 


Swiss Cheese That 
Won't Dry Out Is 


Tested in Missouri 


Monroe, Wis.—Cheese Pro- 
ducers’ Marketing Association has 
opened a 4,200-line newspaper test 
campaign in St. Louis for its un- 
usual new Heart-O-Swiss cheese. 

The new patented packaging 
technique is said to reduce the 
perishability of Swiss cheese by 
enrobing a block of the naturally 
cured product in a melted process 
Swiss cheese coating, and then 
sealing the block in a_ special 
coated wrapper. 

In addition to virtually elimi- 
nating the tendency to dry out— 
which is the main reason many 
retailers now refuse to handle the 
natural product—the new package 
also is said to eliminate mold and 
discoloration. With proper refrig- 
eration, the association says that 
the product will remain fresh and 
appetizing for periods up to three 
months. 

Heart-O-Swiss cheese is pack- 
aged in half-pound units, and is 
sold in one and two-dozen car- 
tons. Additional markets will be 
added when the St. Louis test 
results are in. 

G. Willard Meyer Co., Milwau- 
kee, handles advertising for the 
product. 


SPLIT FRANKFURTER 
PACKAGE TESTED 


PHILADELPHIA—A test campaign 
to push a new food package—in- 
stead of the food—has_ been 
launched in this market by the 
Girard Packing Co. 

Within a month, the company 
plans to expand the test into 
Wilkes-Barre, Pa., and if it is suc- 
cessful will expand into a regional 
newspaper campaign. 

The campaign is built around 
a Girard “Flavorpak,” a cellophane 
package which holds ten frank- 
furters weighing exactly one 
pound. The novelty of the package 
is that it can be broken in half, 
permitting the housewife to use 
five fresh hot dogs while five in 
the other half of the package are 
still completely wrapped for stor- 
age. 

The company has allocated $100,- 
000 for the six-month campaign 


FA 


-FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


ginia and Virginia. 


BALANCED PROGRAMMING 
KEEPS THEM LISTENING 
TO WWVA REGULARLY 


Skillfully produced local programs, plus the top-flight CBS 
network shows, plus a variety to appeal to every listener 
preference adds up to the Balanced Programming that 
makes WWYVA the listened-to station in the great four-state 
area of Eastern Ohio, Western Pennsylvania, West Vir- 
The result is a good buy for alert 
advertisers in the nation's steel and coal belt. 


See An Edward Petry Man Today 


WHEELING, 
WEST VA. 


50, oo0 WATTS —- —- -— CBS” 7 
EDWARD PETRY & CO. - - Representatives 


KEEPS FRAWKFURTERS FRESHER 
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IN HALVES—Girard Packing Co. has 
opened a Wilkes-Barre gambit for its 
new Flavorpak cellophane package, which 
divides the enclosed frankfurters in two 
groups of five. J. M. Korn & Co., Phil- 
adelphia, is the agency. 


in regional newspapers, on radio 
and television. Half pages will 
be used extensively. 

Advertising is being handled by 
J. M. Korn & Co., Inc., of Phil- 
adelphia. 


DURKEE SHORTENING 
TESTED; COUPON USED 


MINNEAPOLIS—Durkee’s Famous 
Foods, division of the Glidden Co., 
Elmhurst, N. Y., has entered the 
Twin Cities for a test of Durkee’s 
One Bowl shortening, using a bar- 
rage of 1,000-line newspaper ads, 
plus radio and television spots. 

Ads feature a coupon offering 
a 15¢ saving. The Minneapolis 
Star and Tribune and St. Paul Dis 
patch and Pioneer Press carry the 
ads. 

The new Durkee product comes 
in one and three-pound cans. It 
is said to be especially adaptable 
for cake mixes, and tie-ins have 
been arranged with cake mix 
makers, including Pillsbury, Gen- 
eral Mills and Occident. The 15¢ 
offer is good only on purchases of 
the three-pound cans. 

Copy also features a devil’s food 
cake recipe. 

C. Wendell Muench & Co., 
cago, is the agency. 


TESTS GLUE ON RADIO 


CoLtumBus, O.—Franklin Glue 
Co. here is now testing radio in 
Cleveland, Cincinnati and Colum- 
bus to promote home use of its 
Franklin Liquid Hide glue. 


Chi- 


Newell-Emmett's Videotown 

Reports Television Boom 
Because of a 500% increase in 

TV set ownership over the past 12 


months in its test community, 
“Videotown,” Newell-Emmett Co., 
New York, will delay the results 


of 4he next study on the town until 
mid-June. 

Study No. 2, like the first one, 
will include a complete check on 
receiver installations, together 
with information on TV set own- 
ers. “Videotown,” within 50 miles 
of New York, has a population of 
40,000 to 50,000, which is supported 
by industry, agriculture and dis- 
tribution. 


Compiles Home Occupant List 

Richlar-Cassidy, Inc., Phila- 
delphia, direct mail and mail re- 
search firm, has compiled the 
name of every home occupant and 


his address in the city and sur- 
rounding suburbs as a special ser- 
vice to local advertising agencies 
and business companies. The 
names and addresses already 
printed on labels are offered to 
mailers. 


Joins Geyer, Newell & Ganger 

Walker Graham, former copy 
chief and account executive on 
Plymouth at Grant Advertising, 
Detroit, has joined Geyer, Newell 
& Ganger, Detroit, as Nash Motors 
account executive. 


Appoints Fergus Mead 

Fergus Mead, vice-president of 
the Buchen Co., Chicago, has been 
appointed chairman of the admin- 
istrative committee in charge of 
the continuing study of farm pub- 
lications of the Advertising Re- 
search Foundation, New York. He 
succeeds Howard Williams of Er- 
win, Wasey & Co., New York, 
whose one-year term has expired. 


Harrington Replaces Sinatra 


Bill Harrington, a new singer, 
will be starred on Lucky Strike’s 
“Hit Parade,” starting June 4. He 
replaces Frank Sinatra. At the 
same time the NBC program will 
move from Hollywood to New 
York. Eileen Wilson and Mark 
Warnow’s orchestra continue with 
the show. Batten, Barton, Durstine 
& Osborn is the agency. 


Vandewart to Dictograph | 
Floyd Vandewart, formerly with 
Cecil & Presbrey, New York, has 
been appointed advertising direc- 
tor of Dictograph Products, Inc., 
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New York. Mae Wagner continues 
as the company’s advertising man- 
ager. 


This Campaign Will 
Sell Homes in 1949! 


A HOME OF YOUR OWN 
Manufacturers: Write for details on how you can 
tie in with this campaign for more sales in 1949, 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 


on FILM 


@ STOP-MOTION 
@ ANIMATION 


1111 South Boulevard 


Television Commercials 


@ SPECIAL EFFECTS 
@ PROJECTED BACKGROUNDS 
@ TRICK PHOTOGRAPHY 


Write or phone for a screening of 
our television commercials 


ATLAS FILM CORPORATION 


Over 35 years experience in 
motion picture and slidefilm production 


STUDIOS and LABORATORY 


Planned, perfected 
and previewed 
before telecasting 


Oak Park, Illinois 
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IT TAKES A LOT 0” 


WHEN you put a good advertisement in a bad environment—you lose! When you put a 


Jie’ XO KEEP GOOD HOMES Vi 


good advertisement in a good environment—you profit! Ri n 
What is a good=— the best — on \ 
the ideal environment for an “ 
advertisement? It’s the HOME! _ 
w 
NEW 
THERE never was and, so far as can be foreseen, never will be a subsitute for HOME as ear 
the happiest place to read. To read leisurely—thoughtfully—thoroughly. And every adver- o 
tiser in the Chicago Daily News receives the extra benefit of HOME reading for his adver- has: 
tisement. It's the extra benefit of extra attention. eal r 
a 
It takes a lot o’ buyin’ to oer, @ 
, 000,00€ 
keep good HOMES a-goin’. Especially pesky 
these HOMES where the Daily News is et 
welcomed as a family friend. 0000 
Many on advertiser rightly rates the Daily News reader group to be Chicago's most hes 
IMPORTANT million. Taken by themselves alone they make one of the most important 7 
markets in America. And their doors are open to you and your sales message through the on 
HOME-going Chicago Daily News! thes 
CHICAGO DAILY NE 
For 73 Years Chicago’s HOME Newspaper Pe 
JOHN S. KNIGHT, Publisher bed 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO ‘a 
It ¢ 
NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building : in 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE: Herald Building, Miami, Florida Fe 
624 Guaranty Building (C 
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